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UPON YOUR PACKAGE 


a » 
(THE VERY CORNER-STONE OF B U | LD | N G (Jor 
YOUR SALES STRUCTURE) DEPENDS 
THE FUTURE OF YOUR PRODUCT. 
IN ACCEPTANCE OF THE MAXIM ema 
THAT PACKAGE APPEARANCE MOULDS | 
PUBLIC OPINION, IT IS ESSENTIAL the F G 7 UJ R F 
TO EMPLOY THE TALENTS OF AN 
ACCOMPLISHED CREATIVE 
ORGANIZATION TO DESIGN 


AND MANUFACTURE YOUR 
CARTONS AND DISPLAYS. 
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@ In ye imaginative dayes of 
olde few were they that ventured 
far from the sheltering walls of their 
castle without donning a helmet of 
metal. 

When golden-haired princesses 
were in distress; when fire-breathing 
dragons must be dispatched; when 
insolent Sir Lanceafews had to be 
run off the landscape—out came ye 
goodely metal cap. Served it well 
a purpose as naught else could. 


Today, ye metal cap still serves 


a goodely purpose. But, it is in the 
more substantial battle for sales, 
that it “proves ii’s metal,’’ rather 
than in the fabled encounters of a 
feudal past. 

Products sealed with Phoenix 
Metal Caps fare forth to take dis- 
tant markets, silence deadly compe- 
tition and capture elusive sales—yet, 
protected against their hated ene- 
mies, evaporation, leakage and con- 
tamination. 


Theirs but to win! 


PHOENIA METAL CAP CO, 


METAL CAPS FOR GLASS PACKAGES 


CHICAGO 


NEW YORK 


CHICAGO, 2444 West Sixteenth Street; BROOKLYN, 3720 Fourteenth Avenue; PHILADELPHIA, 160! Fox Theatre 
Building; BOSTON, 131 State Street; CLEVELAND, 1109 Guardian Building; CINCINNATI, 607 American Building; 
ST. LOUIS, 5820 Itasca Street; SAN FRANCISCO, 200 Davis Street; LOS ANGELES, 765 Stanford Avenue. 
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WE Do ove mor 


Thanks to  Lentheric, Incorporated, 
MODERN PACKAGING is privileged to 
show on the front cover, the new 
Lentheric Lipstick Shade Selector and 
Lentheric Shaving Bowl. Collaborating 
with the company in the design of these 
were E. Norris Brown and Stanley T. 
Handel. Both objects are molded of 
Plaskon by Tech-Art Plastics Company. 


In this issue commences a series of articles 
by Francis A. Westbrook which con- 
siders the equipment used in the assem- 
bling of packages. While some of the 
material may seem to be of a primary na- 
ture, the series is planned to present a 
general symposium of the subject. 
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2 HISTORY-MAKING CHAPTERS in 
the PACKAGING MACHINERY FIELD 
--- Both by Redington! 





The New Continuous 





Loading 
CARTONER 


The most complete and perfect Cartoner yet! 
Handles practically any product sold in glued- 
end or tuck-end cartons. Treats your product 
“gently’—easing the contents into the cartons 
continuously at about one-fifth the speed the 
machine is actually operating. This Redington is 
simple in construction, too, highly accessible, 
effortless in operation and capable of about any 
practical speed. 





ABOVE: The New Redington Continuous Loading Cartoner for Pond’s 10c 
Tube of Face Cream. 


BELOW: The New Redington High Speed Cellophane Wrapper for Warfield’s 
\% Ib. Cake of Baking Chocolate. 


The New High Speed 
Cellophane 


WRAPPER 


It has enough speed to meet the most exacting 
demands. It is compact, complete—built for a 
long, useful life with a minimum of upkeep ex- 
pense. Means for applying the EASY OPENING 
STRIP—a proved, effective sales help—may be 
had. If you wish to use a printed design on Cello- 
phane, Sylphwrap and other transparent mate- 
rial, this Redington will be equipped with a photo- 
electric cell controlled registering means. 








“If It’s Packaging—Try Redington First” 


F. B. REDINGTON CO. (Est. 1897) 
110-112 So. Sangamon St., Chicago, Ill. 


REDINGTON Packaging MACHINES 


Economical for Packaging - Cartoning - Labeling - Wrapping 
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PARCHMENT (KALAMAZOO COUNTY) MICHIGAN 
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A TRIBUTE to the integrity of 
a company and its products, that 
should prove significant to every 
prospective purchaser of packag- 
ing or bottling machinery, is this 
representative list of users of Pneu- 
matic equipment. An endorsement 
unequalled by any other manu- 
facturer of automatic packaging 
machinery and an unmistakable 
indication of the recognized supe- 
riority of Pneumatic equipment. 


Variety of industries rivals quality 
of names in this list which em- 
braces companies whose products 
are dry, liquid, and semi-liquid, 
and whose containers are boitles 
and jars as well as tins and pack- 
ages ... The list below gives the 
complete line of machines manu- 
factured by the Pneumatic Scale 
Corporation for the packaging of 
dry products and the bottling of 
liquids and semi-liquids. Detailed 
information on any of these will 
be gladly sent on request. 


PNEUMATIC MACHINES 


Carton Feeders — Bottom Sealers — Lining 
Machines — Weighing Machines (Net and 
Gross) — Top Sealers — Tight Wrapping 
Machines — Capping Machines — Labeling 
Machines — Vacuum Cleaning and Filling 
Machines (for liquids or semi-liquids) — 
Automatic Capping Machines — Automatic 
Cap Feeding Machines—Tea Ball Machines 


Address: 71 Newport Avenue, Quincy, Mass. 
(Norfolk Downs Station) 


Fleischma™ ompany 
Beech-Nut 2 Company 
: nell-Wright any 
e 
> J. Heinz COMPO pany 
H. tee Cho olate y 
1s an 
sae Brothers cq sane 
e mas J. Lipton . 
° 
a 
Kellogg COMP A mpany 
National B n Company 
Nation ple Company 
ctor 
pe yer Ot Company 
Qua 7 Company 
Salada Son 


r any 
Switt & i Cotfee Company 
Wasnt 
omp 
Unite ee 3 Pa cking Company 
an any 
bine Boker CO Cae 
Ss rm ind Company 
Chase Grocer¥ Bakin 
Kroget 


c 
ace. this 
tions of spa of Pnev 
Due to on og cross section 
represe 


Branch Offices in New York, 117 Liberty St.; Chicago, 360 N. Michigan Ave.; San Francisco, 320 Market 
Street; Melbourne, Victoria: Sydney, N.S. W. and Trafalgar House, No. 12 Whitehall, London, England 


PNEUMATIC SCALE Corp. LTD. 
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STRONGER NON-TOXIC, YET Lower pricecl 





that’s why they're chang- 
ing to ALCOA Aluminum 
Collapsible Tubes .. . . 


Call the roll of the largest-selling ointments, 
latherless shaving creams, tooth pastes, cos- 
metic creams, cements, printing inks. You'll 
find many of them in a new dress—a light, 
strong collapsible tube or ALCOA Aluminum. 


Why the change? To begin with, these tubes 
can stand rough handling. Their tighter crimps 
are built for that. Yet they’re soft enough for 
feminine fingers, light enough to reduce ship- 
ping costs. And they’re non-toxic—they form 
no poisonous compounds with your product. 





MODERN PACKAGING 


FOR FRESHNESS, ATTRACTIVENESS — ALUMINUM FOIL 
mm (Left) Flavor stays in, moisture, light and air stay out of products wrapped 

~! in ALCOA Aluminum Foil. Ask Wrigley, Hershey, Life Savers, Salada, 
Lipton, Fleischmann—they know! 
























But most important, in today’s raw material situa- 
tion, ALCOA Aluminum tubes, with all these 
advantages, cost less than others—as much as 


25% less in the case of larger tubes. 


Before you close your 1934 tube contract, inves- 
tigate this price situation. We'll gladly send you 
samples of ALCOA Aluminum tubes in sizes up 
to 214" in diameter, 10" in length. Without cost 
or obligation, the ALCOA Research Laboratories 
will test your product scientifically to determine 
its suitability to packaging in aluminum. Take 
advantage of this offer. It may be the answer to 
your “rising costs” problem. Address 
ALUMINUM COMPANY of AMERICA; 
1829 Gulf Building, PITTSBURGH, PENN. 





ALCOA ALUMINUM 
or Packaging— 


COLLAPSIBLE TUBES... FOIL... EXTRUDED CONTAINERS 


Extruded Containers (Right) are light, strong, seamless, unbreakable, mois- 4 
ture-proof. Slip or screw caps; attractive natural or lithographed, or Alumi- | 
lited, finishes. Suitable for rouge, pills, styptic pencils, etc. 
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PACKING ROOM 


BY INSTALLING 


PACKOMATIC 
PACKAGING MACHINERY 


WHETHER your production require- 

ments are for 10 or 100 packages per 
minute, there’s a Packomatic Machine that 
will make you more profit. 


You can keep pace with modern com- 
petition only with up-to-date methods and 
equipment. 


| Blaze the trail with Peckomatic Machines. 











equipped with Automatic Net 


Packomatic Carton Sealing Machine, 

Weigher, coordinated with Packomatic Carton Lining Machines and 

Automatic Container Sealer. Producing 70 packages per minute for 
FISHER BROTHERS COMPANY, CLEVELAND 
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Automatically sealing top and bottom flaps of oil and 
grease cases in plant of 
CONTINENTAL OIL COMPANY, PONCA CITY, OKLA. 


WHEN YOU HAVE A PACKAGING PROBLEM 





i WRITE—PHONE—OR WIRE 
MUNDUS BREWING COMPANY, DETROIT FOR A PACKOMATIC ENGINEER—no obligation. 


& PACKOMAIIG ~ 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 
Branch Office: NEW YORK CLEVELAND CHICAGO SAN FRANCISCO 





JANUARY, 1934 








Prerry scaring, as youngsters, first time one of 
those things popped up in our faces. But we didn’t stay 
scared for long. 


That’s how it is with most bugaboos—even business 
ones. Sooner or later we find ourselves looking back and 
shuckling—wondering why we ever got so jumpy. 


Take this question of ‘‘package change’ for example— 
what a bogey-man that used to be. Didn’t changing 
the package mean chucking overboard the brand 
identity built up over so many years? Why, old cus- 
tomers wouldn’t recognize the product. It would be just 
plain business suicide! Such was the old idea. 


Today? Well, you have only to look about you at the 
hundreds of old products in new, sales-making packages 
to see how the old ideas have changed. You have only to 
look at the sales records of those repackaged products— 
their increased consumer-following, the tremendous 





new enthusiasm they have created in the trade—to 
sense an opportunity for your own product, and per- 
haps a need. 


Yes, a need. For no manufacturer can afford to give his 
competitor the advantage of a more convenient, more 
attractive, package. Nor afford to be without the sales- 
making improvements which have been developed by 
the American Can Company within the past few years. 


How does your package stack up against others in its 
field? Let Canco give you an unprejudiced opinion. 
Who more logically could help you revitalize your con- 
tainer than the organization which has been so much 
a part of package progress—and which has been iden- 
tified with so many packaging successes? 


AMERICAN CAN COMPANY 


250 PARK AVENUE 
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Qua ity gums 
wrapped iN 


FORBES PRINTED CELLULOSE 


CONSULT FORBES 


FOR 


PRINTED 
TRANSPARENT 
CELLULOSE 


(In sheets or in rolls) 





HE American Chicle Company have 
replaced the outside printed paper 
wrapper, on many of their different 
gum packages, with attractively print- 
ed transparent cellulose wrappings— 
all redesigned, printed and delivered 
in rolls, for automatic packaging, by 
FORBES. 

What FORBES have accomplished 
for the American Chicle Company 
they can and are doing for other 
types of products—cigars, bread, 
cake, bacon, candy, etc. 

FORBES can help you to develop an 
attractive and sanitary printed trans- 
parent wrapping for your product. 











CHICLE 


5 AMERICAN COMPANY “pe 


STICKS NEW YORK > CHICAGO + SAN FRANCISSO U 


























MODERN BUYERS DEMAND MODERN SANITARY PRODUCT WRAPPING 


US en 


CHICAGO DETROIT CLEVELAND 








W YORK a ee ROCHESTER 
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DISTILLERS and vintners have taken 
a page out of the experience of food 
and cosmetic manufacturers. Rele- 
gating precedent to the discard, they 
have taken advantage of the many 
recent improvements in packaging 
methods. The wide-spread adoption 
of Bakelite Molded Closures by 


prominent wine and liquor manu- 


facturers nas been truly significant. 

Bakelite Molded Closures add a 
note of distinction to any container. 
Available in a wide variety of colors, 





Photogrephs through courtesy of Anchor 
Cap and Closure Corporation, molders of 
Bakelite Molded Closures. pal 


BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin 






“The registered trode marks shown obove distinguish moteri 
@envioctured by Bakelite Corporotion. Under the copitel “8” is th 


THE MATERIAL OF 
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Bakelite Molded Closures 
for wine and liquor bottles 


they can be furnished to harmonize 
with label treatment. They are adap- 
table to fine designs, permitting the 
incorporation of firm names and 
trademarks. They provide a leak- 
proof seal, yet screw off and on with 
ease. Moreover, they are low in cost. 

Write us for full particulars about 
the modern way of closing wine 
and liquor bottles, and also write 
for our Booklet 8C “Restyling the 
Container to Increase Sales”. Copy 
sent promptly on request. 





BAKELITE CORPORATION, 247 Park Avenue, New York, N. Y......... ....43 East Ohio Street, Chicago, III. 


Street, Toronto, Ontario, Canada 


numerical sign for infinity, oF unlimited quontity It symbolizes the infinite 
number of present ond future uses of Bakelite Corporation's producta” 


A THOUSAND JWSES 


weeny A275 
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sTYUst IN BEAUTY 





HE superior cosmetics of Kathleen Mary Quinlan require 

packages of equal perfection. For this reason the firm of 
Quinlan has turned repeatedly to Karl Voss for the manufac- 
ture of outstandingly beautiful hand-made boxes. It is for this 
reason that many manufacturers who pride themselves upon 
the quality and beauty of their products, like to work with 
this house which takes an equal pride in the perfection of every 
box that leaves its plant. 


KARL VOSS CORPORATION 


Division of Shoup-Owens, Inc. 


HOBOKEN NEW JERSEY 
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INDUSTRIAL 


ARTS 
EXPOSITION 
lO 34 


ROCKEFELLER 
CENTER-NEWYORK 


APRIL | TO30 
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DESIGNERS 
MANUFACTURERS 
INDUSTRIALISTS 


See that you are 
represented. Write 
for Information to 


ALON BEMENT 


NATIONAL ALLIANCE 
of ART and INDUSTRY 
30 ROCKEFELLER PLAZA 
NEWYORK CITY 
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R Paper, Wood or Metal— 
Which Shall It Be? 


2 
WE DO OUR PART 










































































The two lower illustrations show 
our basket-effect box, open and 
closed. 

The top illustration shows a high ly 
successful combination display and 
gift box. 


























Whether your box calls for wood, paper or metal con- 
struction . . . whether the design be tricky or staple 

. whether the decorating materials be paper, fancy 
cloths, leather or imitation leather, here under one roof 
you will find complete manufacturing facilities for any 
of these types . . . Novelty of design! Wide range 
of styles! Varied types of construction!—these are 
our characteristics . . . A visit to us or by one of 
our representatives to you is sure to be of interest. 
We are always ready to cooperate. 


ARROW 


MANUFACTURING COMPANY - INC 


15th & HUDSON STREETS, HOBOKEN, NEW JERSEY 
Telephone HOboken 3-8472 or REctor 2-1251 
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at 
The 
Richardson Taylor-Globe 


Corporation 


CINCINNATI, OHIO 
January 10th 
19 8 4 





Mr. C. A. Breskin, President, 
Breskin & Charlton Publ. Corpe, 
425 Fourth Avenue, 

New York, Ne Ye 


My dear Mr. Breskins 


Concrete, tangible results, being the sub- 
stance of which profits are built, are objectives striven for in 
these days of long competition and short advertising appropriations, 


In our judgement, a publisher makes adverti- 
Sing in his trade publication resultful and profitable to his ad- 
vertisers bys 


1. Reader Acceptance = planning his publi- 
cation, so that it gives practical 
helpful ‘information, of immediate 
value and roadily adaptable to the 
needs of the reader; and in addition 
renders unbiased assistance in the 
bringing together of buyers and sell- 
ers on special, individual problems, 

2. Special Events = exhibits, competitive a- 
wards and other educational evonts 
which foster a greater interost in, 
and an acceptance of, progressive i- 
deas for the good of the industry. 

3, Advisory Service = helping the advertisers 
improve their advertising and general 
selling appeals, and keeping them in 
step with new developments, 

4. Direct Inquiries - convertible into prompt 
and profitable orders, 


It is a pleasure to review our experiences 
with you, during the past year - our first in "Modern pies om, ~ 
and to tell you that you have admirably fulfilled the oppor ty 
and responsibility of a publisher in securing concrete tangible re- 
sults for us, as one of your advertisers, We shall hope that. during 
the year we may continue to benefit by your outside viewpoint, 


Yours cordially, 


WFDeveneaus DG THE RICHARDSON-TAYLOR“=GLOBE CORPORATION 





FOLOING CARTONS DISPLAY CONTAINERS DIE CUT DISPLAYS PARAFFINE CARTOD 
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The Candid Camera Proves 


that DESIGN ISN'T ALL 





F., better execution of 
fine package design... 
work with MICHIGAN 


Almost every package looks like a 
"winner" on the designing board. 
Its perfect lettering cries out "Buy 
Me." Its 


"See Me." Its sharp, clear, attrac- 


brilliant colors shout 


tive outlines whisper appealingly 


"Display Me." 


Yet, when this perfect child of the 
designer's imagination is produced 
— too often — all too often — the 
beauty, the brilliance and, with them, 


the sales appeal are gone. 


We at the Michigan Lithographing 
Company pride ourselves on our 
ability as designers of packages and 
displays, but more than that, we 
pride ourselves on our ability to re- 
produce in mass production cartons, 
labels, wraps and displays which 
lose not one iota of the perfection 


of their original design. The pack- 
ages we produce need not fear the 
candid eye of the camera — they 
can stand up and win on shelves and 
counters, in windows and in the 
home, for accuracy of reproduction 


is our watchword. 


If you have an old package that 
needs new sales strength, if you 
plan a new package that must be a 
"winner" we invite you to learn the 
details of the Michigan method 
of package lithography. Write to 


MICHIGAN LITHOGRAPHING. COMPANY 


GRAND RAPIDS 


MICHIGAN 
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The Most 






/ Nchallenge to the future—this audac- 


ious vacation plan of the Miami Biltmore! 
Offering more than sumptuous living in 
one of the world’s greatest hotels, the 
Miami Biltmore announces a policy of 
guest entertainment, privileges and special 
courtesies that has NEVER been equalled 
ANYWHERE. As a guest of the hotel you 
are entitled to a COMPLETE VACATION 
—whether you spend the winter or a few 
weeks. No matter what your tastes in sports 
and social diversions, in vacation relax- 
ation or holiday excitements, you can 
indulge them at their best in the Miami 
Biltmore plan. 

When you register in this “Center of 
the Wintertime World” the gates are 
opened to you to all the important resort 
pleasures of this world-famous playground 

. many of which can be enjoyed only 
at the Miami Biltmore . . . social functions 
of national distinction . . . sports events 
of national and international interest. 

For example, as a patron of the hotel, 
you are extended full privileges in the 
Florida Year Round Clubs . . . three mag- 
nificent sports centers—the Miami Biltmore 
Country Club, the Roney Plaza Cabaiia 
Sun Club at Miami Beach and the Key 
Largo Anglers Club down on the Florida 
“keys” 

An extraordinary economy — and a 
service which expands your enjoyment to 
the entire Miami resort area—is the trans- 
portation system operating from the Miami 
Biltmore and serving all units of the 
Florida Year Round Clubs. Without extra 
expense, you ride by aerocar to the races, 
dog tracks, downtown shopping and theater 
districts. Or fly by autogiro to Miami 
Beach! Or scoot by sea-sled down Biscayne 
Bay to Key Largo and the celebrated fish- 






























CENTER OF THE WINTERTIME WORLD 


AMATING 
VACATION 


Ever Conceived 


ing grounds — an exhilarating journey 
along the quiet inland waters and colorful 
tropic shores of southern Florida. Your 
saving in local transportation costs alone 
will offset a major portion of your hotel 
bill. Moreover, this service brings the 
Miami Biltmore closer to all resort interests 
than any other hotel. 

On the hotel estate itself is the 18-hole 
golf course . . . completely worked over 
for this year’s play . . . with a staff of five 
celebrated pros: GENE SARAZEN, 
DENNY SHUTE, MIKE BRADY, LOUIS 
COSTELLO and NED EVERHART. Also, 
two outdoor pools . . . where weekly 
aquatic carnivals are held . . . including 
National Olympic Stars Meet and Atlantic 
Seaboard A. A. U. Meet. On the tennis 
courts, brilliant play every day .. . nat- 
ional tournaments . . . professional coach. 
In the Miami Biltmore stables—mounts for 
expert or beginner . . . veterinarian, groom 
and blacksmith services . . . guests’ horses 
boarded without cost! One of the climaxes 
of the season will be the National Horse 
Show. And for the fisherman, poloist, race 
enthusiast or any other hobby-rider, the 
Biltmore program provides plenty of daily 
fun. 

The social schedule, too elaborate to 
enumerate in detail, varies from such 
informal affairs as chowder parties to 
sumptuous costume balls . . . with nightly 
jollity of dance orchestras and Broadway 
entertainers. 

Despite its additional services and 
privileges, the Miami Biltmore has not 
increased its sensible tariff rates! 

Acquaint yourself with this amazing 
vacation offer, and you will agree with 
seasoned travelers that it is the best “buy” 
in the whole resort world! 














bees 









Open October 28th to June 30th 


For information, literature and reservations 
address hotel direct or see your travel agent 


MIAMI BILTMORE 


CORAL GAS8tL ES MIAMI FLORIDA 
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FOR EASTER | 


MODERN PRINTED FLINTS 
|- 31-F 


Simplicity in design and color treatment is the keynote of this 
series, making it particularly adaptable to the Easter Package. 


Sample sheets in complete color assortment mailed on request. 


HAMPDEN GLAZED PAPER & CARD CO. - - Holyoke, Massachusetts 
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A WINNING COMBINATION: 


(1) A CARTON SHOWING THE PRODUCT’S GOODNESS— 
(2) ADISPLAY MAKING THE PACKAGE SEEN AND BOUGHT! 


Winning “The Battle of the Brands,’ being waged in every retail store, requires an ever- 
increasing alertness to the needs and desires of the ultimate consumer. The correct 
interpretation of those points of greatest selfish interest to the consumer, and in- 
corporating them in the package design is a safe, positive and profitable method of 
winning sales. For consumers are not slow to register their approval of a package that 
appeals to them, by buying it, or their disapproval by completely ignoring it. 


An appeal to the appetite is the simple foundation of the “TIP TOP” Pop Corn carton 
and counter display which we created for the American Pop Corn Company, Sioux 
City, lowa. Its profitableness is evidenced by Mr. H. C. Smith’s letter. 


R-T-G offers a complete service, from original idea to finished package, to those 
manufacturers primarily interested in keeping their packages in step with the needs, 
desires and known preferences of the majority of consumers. 


THE RICHARDSON-TAYLOR-GLOBE CORPORATION 
4505 WEST MITCHELL AVENUE CINCINNATI - OHIO 
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You are cordially invited 
to visit our exhibit, 
Booth 107 
at the Canners’ Machinery 
and Supply Association 
Exhibit 
Stevens Hotel 
Chicago 
January 15-19 inclusive 


[ POINT 
i SERVICE 


» EFFECTIVE SEALING » SUITABILITY FOR 
PRODUCT » EASY APPLICATION » EASY RE- 
MOVAL » BEAUTIFUL DECORATIONS » DE- 
PENDABLE SUPPLY » NATION WIDE SERVICE 


TO OBTAIN THE RIGHT 
URE FOR YOUR PRODUCT 





— 


DY ( 


eas 


be the Judge 


If the right closure for your product is a 
screw cap, there are many reasons why 
you should use the Crown Screw Cap 
with the Deep Hook Shaped Thread. 
This patented thread formation gives 
greater pull-down sealing pressure —a 
tighter, more dependable seal. It has the 
ability to seal variations in glass finishes 
without jamming or cocking. You get 
uniform sealing, smoother production, 


lower sealing costs. And although your 


product is sealed tighter, this cap is far 
easier for consumers to remove. 

Many large users are enthusiastic 
about the results they are getting with 
Crown Screw Caps, but, even so, do not 
accept their merits on faith. 

Send for samples and make your own 
comparison. The special problem you 
have is something the C. C. S. Laborato- 
ries can help you solve. Why not send it 
in? No obligation. Just use the coupon. 


CROWN CORK AND SEAL COMPANY 





CROWN CORK AND SEAL COMPANY, BALTIMORE, MD. 


O Send Samples of Crown Screw Caps—(C.T. or Mason) _______ Sizes 


OO Have your representative call. 


Name 





Liners preferred 





Address. 





City 


State 
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THAT HELP SELL 


EOPLE can't tell how 
good a loaf of bread 
really is until they try it 

a good wrap invites 
that first sale. It does 
more ---- it identifies the 
loaf for repeat sales. 
Crescent creates bread 
wrap designs that help 
sell bread. If such are 


your needs -- write us. 


CRESCENT ENGRAVING COMPANY 


DESIGNERS im ENGRAVERS a 2 Oe = On OO a 


K AL AM AZO O 8 MICHIGAN 
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No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 


THE COLTON 
CEFPLESS 
CLOSURE 


SEALED WITHOUT 
A CLIP! eFrrFr FF FF PR PDP 


This decorative, dependable closure is obtained 
simply by crimping the end of the tube on machine 


shown below. 


The Closure is completely formed by making the 
two usual folds, making a third fold in the reverse 
direction, and then giving more rigidity to the folds 
by corrugating the folded end. 


Savings in time, labor and material are effected 
because no clips need be bought, there is no loss of 
time to replenish clip rolls, and no maintenance ex- 


pense on automatic clipping heads. 


Write for a sample tube closed the Colton way. 


ARTHUR COLTON CO. 
2600 JEFFERSON AVE. 
DETROIT MICHIGAN 
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CHICAGO 
Akron Minneapolis 


Cincinnati St. Paul 
Detroit Los Angeles 


That's what a good package 
should be. And that’s exactly 


what Ritchie boxes are. 


lt is that stellar quality 
in Ritchiezmade boxes that 
compels attention === =the 
most important vehicle in 


merchandising. 


W.C. RITCHIE and COMPANY 


PAPER BOXES ALLIED PRODUCTS FIBRE CANS 


NEW YORK 
Nashville 


Louisville 


Memphis 













Se eT RG hee 


RIE 
















NEW MACHINES! 
1 NEW ECONOMIES! = 


for 
1934 


described in this new 











oF Na ole 


Not only full-automatic machines but hand-operated and semi-automatic Tube 
and Powder Fillers, Bottle Washers, Mixers, Conveyors, Water Stills—a full line 
of new or improved machines is described in this new catalog. Get full details on 
the new equipment we have developed in our intensive modernization drive of the 


Send for Your Copy Today 


Two of the New Machines 







New STOKES 15-E Powder New STOKES 90-D Tube 
Filling, Closing and Sealing 
Machine; applies patented 






















“DiamonLock”’ Closure (no 
clip required). Versatile pro- 
duction machine for practi- 
cally any semi-liquid or paste 











product; handles tubes 
up to 1% in. x 7 in. 
Capacity 140 gross per 
8-hour day. One opera- 
tor. Send for Catalog. 





FJSroKes MACHINE CO. 


Packaging Equipment Manufacturers since 1895 


PHILADELPHIA, PA. 
Cincinnati Office—230 Wilmuth Ave. 


Los Angeles Office—1231 E. 7th St. 


‘ past three years. 
, 
Filler. Especially designed 
for filling powdered or granu- 
lar products into small con- 
tainers; fills and automati- 
cally discharges 60 or more 
containers per minute. Twin- 
disc clutch, “‘no container— 
no fill” control; automatic 
discharge. Send for Catalog. 
# 
S ~ 5970 TABOR ROAD OLNEY P. O. 
P New York Office—103 Park Ave. 
ba 
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A New Line of 
Hot Wax Inks 


To meet the demand for a dependable ink to be used in conjunction 
with the hot wax process of moisture-proofing bread wrappers, milk 
cartons, milk bottle caps, ice cream cartons, etc., we have developed a 
special ink formula for this purpose which fully meets all requirements. 


This Ink Has the Following Qualities: 


‘It is odorless. 
.—Dries immediately when immersed in hot wax. 
-~—Does not bleed. 
—Is available in all colors. 

—Effects great saving in time, since printing and waxing can be 
done simultaneously. 

.—Only a small amount of wax adheres to the surface of these 
inks and thus they appear more brilliant than ordinary 
inks because they have less wax haze over them. 


Write for Full Particulars 





There are Levey Inks for all packaging purposes. 

On the opposite page we show a sheet of glassine printed with special 
Levey Inks for this type of wrapping material. 

For printing labels that require a varnished effect, withont varnishing, 
we have a special line of high gloss label inks which are meeting with 
great favor. 

Our Service Department will gladly help you to determine on the most 
suitable ink for any packaging material—without obligation. 


SPECIFY LEVEY INKS 


FRED’K H. LEVEY COMPANY, Inc. 


59 BEEKMAN STREET, NEW YORK, N. Y. CHICAGO OFFICE—221 EAST 20th STREET 
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PHILADELPHIA OFFICE: 1223 WASHINGTON AVE. 











PRINTED WITH 


LEVEY 
INKS 


specially made 
for reproduction 
on.transparent 
cellulose & glassine 


A 


FRED'K H. Taya COMPANY, Inc. 


5- BEEKMAN STREET, NEW YORK, N. Y. ~AGO OFFICE—221 EAST 20th STRE 


Printed on Riegeline, Bs. 20 Ib. 
* Made by 
RIEGEL PAPER CORP. 
342 Madison Avenue, New York City 
Design Courtesy 
HAMPDEN GLAZED. PAPER & CARD CO. 
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| NEWS 


FOR EVERY USER OF 
CONTAINERS AND CLOSURES 


The Chase Brass & Copper Co., Inc., has long 
owned and operated the Consolidated Safety Pin 
Company of Bloomfield, N. J. Due to the increasing 
preference for metal containers and closures, we have 
decided to separate the production and sale of these products 
from that of the safety pins. The Consolidated Safety Pin Company 
will continue to sell its safety pins under its own name. Containers 
and closures will now be manufactured at Waterbury, Conn., and 
sold thru the Chase Brass & Copper Co. by its new Container and 
Closure Division. 





This new setup makes available the large manufac- 


= 
= turing facilities of the Chase factory at Waterbury— 
aw one of the most modern brass cutting-up plants in the 
country. 
Now the expert designers of Chase brass, copper 
a and chromium giftware—whose practical vision of the 
needs and appeals of today have made these articles 


so universally popular—will be at your service to re- 
design or suggest new Containers and Closures. 





There will be no change in personnel. Mr. A. |. 
4, @ Quackenbush, who has been responsible for the sale 
\ of containers and closures of the Consolidated Safety 
Pin Company, will be in charge of sales of the new 
Chase Container and Closure Division. The men familiar with your 
requirements will call on you as usual. Central offices and exhibition 
rooms will be at 200 Fifth Avenue, New York. 


-: CHASE BRASS & COPPER CO. 


CONTAINER AND CLOSURE DIVISION 
200 FIFTH AVENUE NEW YORK CITY 
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Repackaging has ceased to be a fad. Today it plays a respected and established 
role in good merchandising. Creating a new package is by no means merely a matter of styling, but 
involves such prosaic but very essential things as suitability of container, accessibility of the product, 
convenience for the user and the most important of all—a completely protective and appropriately 
decorative closure. 

That’s our business . . . the closure! Naturally in thirty years of developing a complete line of both 
metal and molded closures for every sort of glass packed product we have gained a lot of experience. 
For practical help in packaging new products or repackaging old ones we maintain complete work- 
ing Chemical and Biological Laboratories where actual processing and bottling methods may be dupli- 
cated and studied. We also maintain Research and Engineering Departments and a Package Design 
Service that is available to any manufacturer, sales manager or advertising agency contemplating a new 


package. A call to any Anchor office will bring, without obligation, an Anchor Packaging Engineer 


who will be glad to lend his assistance and to ANCHOR CAP AND CLOSURE CORPORATION 


; LONG ISLAND CITY, N. Y. TORONTO, CANADA 
supply you with necessary samples of the most 


Branch Offices: ATLANTA * BOSTON e@ CHICAGO ¢ CLEVELAND ¢ DETROIT 
Houston e Los ANGELES ¢ LOUISVILLE ¢ MONTREAL ¢ NEW YORK ¢ PHILA- 
DELPHIA ¢ PITTSBURGH ¢ ROCHESTER ¢ SAN FRANCISCO ¢ ST. LOUIS e TORONTO 


efficient closures without charge. 


ANCHOR CAPS MAKE (Bellor, Puckages 
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AUTOMATIC 
TIGHT-WRAPPER 


For all food and 
grocery products. 

Automatically 
tight-wraps carton 
with printed label. 

Speed: 60-70 units 
ber minute. 
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Equipment 









reliable fashion. 


Long years of producing only the finest is today 
reflected in the number of outstanding manufac- 
turing plants equipped with S & S machinery. 


For Filling—for Packaging—for Weighing—for Seal- 
ing—for Wrapping—15 to 60 units per minute— 
there is a Stokes & Smith machine that will serve 
long, efficiently and at a moderate cost. 


Many users have installed complete S & S Packaging 
Lines to assure their products of packaging safety and 

protection and packaging appeal at the point of sale. 
Such installations have proved noteworthy because of 
their low total packaging costs. 


A new S & S development is that of applying varnished 
labels to Tight- Wrapped Packages, insuring extra protection 
and attracting new attention with their novel gloss and 
colorful beauty. Inquiries are invited. Write for Bulletin 200. 


MITH © 


PAPER BOX MACHINERY 


STOKE 


PACKAGING MACHINERY 
Frankford, Philadelphia, U. S. A. 


British Office: 23, Goswell Road, London, E. C. 1 
%& For economy and success, send your packaging problems to S$ & S$ 


NEVERSTOP 


S & S Packaging Equipment is designed to 
serve the needs of the Food Industries in 
the most efficient, most economical, most 





FILLER & SEALER 


For all grocery 
products in cartons. 
Feeds cartons, bot- 
tom seals, fills, top 
seals. Speed: 40-75 
units per minute. 





UNIVERSAL FILLER 


For any powder, granu- 
lar product or paste. Fills 
by gross weight, volumet- 
ric measurement or pack- 
ing. Speed: 15-30 units 
per minute. 


CONVEYOR 
NET WEIGHT SCALE 


For nuts in shell, hard 
candies, flaked products, 
etc. Fills by net weight. 
Speed: 15-25 units per 
minute, 





VOLUMETRIC FILLER 


For salted and shelled 
nuts, tea, whole spices, 
flaked cereals, etc. Fills 
by volumetric measure- 
ment. Speed: 20-30 units 
per minute. 
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Just before the battle: The judges of the 
1933 All-America Twelve in action on Jan 
9, 1934. From left to right: Egmont 
Arens, Vaughn Flannery, Katharine Fisher, 
Wiliitam M. Bristol, Jr., Traver Smith, 
Harry Hollas (substituting for G. C. Brod- 
head) and Charles Austin Bates 
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THE BUSINESS 


Chewing gum wrapping machines at plant of Beech-Nut Packing Company, Canajoharie, N. Y. 


OF 
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HE question of providing attractive packages for 

all kinds of products, whether in liquid, solid, 

‘_ powdered, granular or viscose form, has come 

to assume such importance from the selling 

and merchandising standpoints that it has been the 
cause of the development of a new industry. That is, 
a very considerable number of manufacturing concerns 
has grown up which specialize in making ingenious 
machinery for the economical production of packages in 
great variety. Any manufacturer who sends out his 
goods in package form, especially display packages, has 
at least a potential use for some type of this machinery, 
and as this method of offering manufactured goods to 
the consuming public has now become widespread, and 
is still in its infancy, there is a large group of indus- 
trial executives which has a vital interest in the ma- 


chinery which is offered and available for such work. 

It is the purpose of this series of articles to analyze 
various machines on the market for filling, labeling, 
wrapping, tying and sealing packages of different kinds. 
Present users of packaging machinery will be able to 
find out what is new so that they can modernize if 
necessary, and at least they will know whether they 
are up to date or not or whether there is some new 
machine available by means of which they may be 
able to save money. In addition to this, on account of 
the rapid increase of display packaging, there are doubt- 
less many manufacturers who are either considering 
the improvement of their present packages, or have al- 
ready progressed to this point and are now wondering 
about mechanising their packaging operations. It 
may easily be that the final decision on the design of a 


Fig. 1. Typical dry product production line showing placement of equipment for forming, lining, filling and sealing cartons 
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A line of package wrapping units with corre- 
sponding conveying system at plant of Loose- 
Wiles Biscuit Company 


package will de- 
pend upon the ma- 
chinery available to 


oe - —— MOTOR 
make it up eco Ps, 


nomically. It is 
therefore also the 
purpose of these ar- 
ticles to suggest, 
perhaps only rather om 
indefinitely, what 2 | staNpano 
the prospective user 

of new machinery 
may expect to gain 
and to give him 
some fairly intelli- 





more reliable manufacturers of packaging machinery. 
There are a good many in business and between them 
they have covered the field pretty thoroughly. They 
are accustomed to encountering all sorts of conditions 
and have developed a high degree of skill in meeting 
them. The advice which these people can give is 
likely to be of the greatest value, and of course may be 
had for the asking. In fact one of the foremost manu- 
facturers of packaging machinery suggests that the 
prospective purchaser ask the following questions 
among others of any concern from which he contem- 
plates buying such machinery. They are well worth 
considering because they present a good analysis of the 
factors underlying the selection of the proper equip- 
ment. Here they are: 

Have you any experience in our field or related fields? 

With what firms have you worked in our field? 

What savings can you effect for us in labor, floor 

space and materials? 

How many years will your machines operate effi- 
ciently ? 

Can your ma 
chines handle sev- 
eral sizes? 

Can you help us 
improve our pack- 

age design? 
TANSTANDARO These questions 
may be answered 
in whole or in part 
for some producers 
of packaged goods, 
but in each of the 
various fields con- 


SIDE OELIVERY BELTS 


gent conception of Fig. 2. Floor plan showing equipment line for wrapping bread, cake or carton sidered there are 
its possibilities, Equipment: Wrapping machine. Motor drive with */;-hp. motor. Two arbors concerns with ex- 
whether an_ en- for paper. Special nine foot bottom and sides cooling belts and delivery table. perience in design- 


tirely new installa- — eight: Set up, 2795 Ibs.; crated, 4545 Ibs. 


tion is involved or 
only a replacement 
of old equipment. 
It is felt that the most convincing and graphic way to 
do this is by telling what has actually been accomplished 
in various plants where packaging problems have 
come up and have been satisfactorily solved. In all 
such instances the names of the makers of the equip- 
ment are given so that any one who is interested will 
have some idea as to where to look for help. It is ob- 
viously impossible to give the names of all manufac- 
turers of packaging equipment, or examples of installa- 
tions of their products. They are all listed in the 
PACKAGING CATALOG which should be freely consulted 
by those interested in this subject. All of the equip- 
ment manufacturers have been asked for data but not 
all have responded. Wherever they have furnished 
that which seemed appropriate they have been used 
and the source indicated. 

There is one point which cannot be too strongly em- 
phasized, and that is that whenever a packaging prob- 
lem arises the wise thing to do is to consult with one or 


Floor Area: 18 ft. 35/5 in. long, 7 ft. 2'/, in. wide, 4 ft. 8'/, in high. 


ing machinery for 
conditions so far 
untried, as well as 
for making ma- 
chinery which has 


Wrapping and bundling units on packaging 
floor at plant of Paris Medicine Company 
(Grove’s Bromo Quinine) 
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Cake plain, 


TABLE 1. RANGE OF SIZES. BREAD, CAKE AND CARTONS 





of equal versatility for packages wrapped 
either in paper, transparent cellulose, 


Bread pound or sponge Cartons waxed paper or glassine. This includes 

Dimensions in Mini- Maxi- Mini- = Maxi- Mini- Maxi- the applying of glue or its equivalent to 
inches mum mum mum mum mum mum seal the wrapping. An interesting detail 
re 7/4 3 7 17/¢ 7 is that where printed transparent cellu- 
Height......... 3 51/4 3 5/4 1"/s 51/4 lose is used the machine is equipped with 
ss iusliildia iia ” read ae “el — an electric eye to register the printed 
, . design correctly, and where printed paper 

45 to 53 30 to 40 30 to 50 wrappers are used there is a sheet feed 


Production...... 


per minute per minute 


30 Ib. self-seal- 


ing wax pa- 31 Ib. 
ing wax glas- 
sine paper, 25 
paper and 
6 lb. wax or 
wax paper 


30 Ib. self-seal- 
ing wax pa- 


per, 20 lb. pa- 
per and 10 lb. 


oe per, 20 lb. pa- se a 
per and 10 lb. wax, or glas- Ib. 
wax sine paper, 25 
Ib. paper and 
6 lb. wax 


Paper Rolls... 


been standardized for certain classes of packaged goods. 
In some cases this may mean laying out the whole 
package production line and in others it may involve 
merely one machine. This will become apparent from 
the examples given. 


F course in all packaging operations where 

products of more than one size must be handled 

it is extremely desirable to have equipment 

which can be easily and quickly adjusted to 
take care of each size. There are many such machines 
on the market. This kind of versatility not only 
saves in the necessary investment in machinery but 
also in floor space, and therefore reduces overhead. 
This is especially true in cases where comparatively 
small lots of varying sizes are made up, or even where 
seasonal runs of different products in different sizes of 
packages are encountered. Also where one lot may 
not be large enough to justify a machine, it may pay 
handsomely if the same machine is suitable for several 
groups or lots. 

A good example of this is a type of packaging machine 
made by the Package Machinery Company of Spring- 
field, Mass., which will wrap moulded bars between 
maximum dimension of 5'/: in. long, 2'/, in. wide, 
%/, in. thick and minimum dimension of 11/2 in. long, 
*/s in. wide and '/j5 in. thick. These bars may have 
square or beveled edges and square or rounded ends 
and will operate at a speed of 80 to 150 packages per 
minute. Only two operators are required and a '/.-hp 
motor furnishes sufficient power. Examples of differ- 
ent sizes of packages made by this machine are Her- 
shey’s Almond Bars, Nestle’s Chocolate and Tastyeast. 
The adjustments are easily and quickly made. 

The same company makes other wrapping machines 
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per minute 


All rolls of paper to be 10-in. diameter with 3-in. core 





mechanism. Typical products handled 
on such machines are Dromedary Dates 
and Butter Thins biscuits. 

The Package Machinery Company 
also makes bundling machines which 
make up bundles of cartons or boxes. 
That is, the equipment counts off lots of 
a dozen or half dozen and wraps them in 
heavy paper and attaches end seais, 
which is an economy over packing in 
cardboard boxes. In addition this manu- 
facturer makes machines especially for 
wrapping a number of specific products. 
In fact the list of products which can be wrapped on the 
machines exceeds one hundred and includes such di- 
verse things as laundry soap, toothpicks, chewing gum, 
flypaper, lump sugar, etc. The company maintains a 
service to help customers and prospects in solving their 
packaging problems, recommends such machines as 
may be best adapted for any set of conditions and ad- 
vises concerning materials which may be best to use 
under the circumstances. 

A wrapping machine suitable for wrapping crackers, 
sliced bread, paper napkins, stationery and many other 
products is made by the Miller Wrapping and Sealing 
Machine Company of Chicago. It is portable and may 
be pushed from place to place by its operator. It is 
electrically driven and furnished with a flexible cord 
and plug which can be connected with any convenient 


self-seal- 


TABLE 2. RANGE OF CARTON SIZES 


Dimensions in 
inches Width Height Length 


Minimum 17/s 17/s 6 


Equipment: Included 
as standard: Mo- 
tor drive with 1 
hp. motor. Two 
arbors for paper. 
Rheostat and ther- 
mostatic control of 
heaters. Switches. 
Unit lifter con- 
struction and a 
counter - balanced 
lifter table 


Maximum é 7 16 


natn wT 35 to 45 per minute, de- 
pending on size 

31 Ib. self-sealing wax 
glassine paper 

25 lb. paper and 6 Ib. 

Paper wax 

Wax paper—transparent 
paper (write for par- Weight: Set up, 
ticulars) 3200 Ibs.; cased, 

4800 Ibs. 

10-in. outside diameter 

3-in. core is standard 

18-in. outside diameter 
upon request 


Floor Area: 19 ft. 8 in. 
long, 8 ft. wide, 4 
ft. 8in. high 


Paper rolls 
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source of power. Six hundred or more packages can 
be handled per hour, depending on the skill of the 
operator. The packages which it can handle vary from 
5 in. to 17 in. in length, 1 in. to 6 in. in height and 3 in. to 
8 in. in width. One model is particularly designed for 
use with transparent cellulose and another for waxed 
papers. Both models heat seal. 

An interesting instance of the advantage of using 
packaging machinery in the food industry is the ex- 
perience of the John B. Canepa Company of Chicago 
which manufactures Red Cross macaroni and spaghetti. 
This concern installed machines made by the F. B. 
Redington Company for packaging its products and 
it was found that one 
machine could do the 





the same company assembles definite numbers, such as 
six or twelve or more, previously filled cartons and 
places them in large display cartons or containers. 
For instance, one manufacturer uses such a machine to 
make up display cartons of 24 individual round cheese 
cartons, operating it at the rate of 25 completed 
packages per minute. The display carton is 3'/, in. 
deep by 7!/, in. wide by 11!/, in. long. The machine 
opens and forms the display, separates and inserts the 
24 individual units, seals and discharges the completed 
package. Tuck flap display cartons can be handled by 
the same type of machine. 
There are machines on the market for forming and lin- 
ing cartons, and for 
folding and closing 








work of ten hand 
packers. Some of 
the machines made 
by the Redington 
company are adjust- 
able for different sizes 
of packages and 
most, if not all, are 
adapted to straight 
or reverse tuck car- 
tons, for wrapping 
the products before 
cartoning, folding 
and inserting circular 
in the carton with 
the product, insert- 
ing a corrugated pro- 
tector and gluing the 
ends of cartons. 
Such versatility is of 
course of great value 
to the owner of the 
machine and is to be 
sought wherever 
practicable. Itisa 
quality sought and 
realized wherever 
possible by all first 
class machinery 


wrapped loaves per hour. 


Longest Sheet Cut: 26 in. 
Shortest Sheet Cut: 14 in. 
Widest Roll Width Handled: 


sheets. 








TABLE 3. SPECIFICATIONS, 
PING MACHINE 


Capacity: Twenty-four hundred to thirty-six hundred sliced and 
(40 to 60 per minute.) 

Floor Space: Length, 17 ft.; width, 3!/2 ft. 
point with slicer disengaged); height, 6 ft. 
Electrical Specifications: Motor for slicer unit, 1-hp. motor for 
wrapper unit, 1 hp., current AC or DC. Voltage, 110 or 220 

volts. Phase, 1, 2, or 3 phase. 


Sealing Equipment: Littlefield ‘‘Weld-Tight Conveyor Sealers’ 
operating on 110 or 220 volts. 


Range of Adjustments: Sliced or unsliced. 
width, 3 toin7.; height, 3 to 53/4 in. 


PAPER SPECIFICATIONS 


24 in. 
Maximum Roll Diameter: 12 in. 


Double Wrapping: Two self-centering paper roll holders are 
furnished as standard equipment for handling single or double 


Paper Handled: Printed or plain waxed paper, waxed glassine 
or self-sealing cellulose are handled interchangeably. 


cartons. These 
would fit into the 
package production 
line as shown in the 
diagram, Fig. 1, fur- 
nished by the Pneu- 
matic Scale Corpora- 
tion, Norfolk Downs, 
Mass. The J. L. 
Ferguson Co., Joliet, 
Ill., makes more or 
less similar machines 


SLICING AND WRAP- 


(7 ft. at widest 


Adjustment: It takes an average operator from 5 to 8 minutes for the same and 
(including paper roll) to change the machine over from one loaf 
size to another (or from one thickness of slice to another). 


other purposes which 
are used for a large 
number of well known 
packages such as 
Ivory soap, Hormel 
chicken, etc. 
Machines for the 
packaging of solid 
products are used in 
various other com- 
binations. An in- 
teresting and valu- 
able example of this 
is the bread slicing 
and wrapping ma- 
chine manufactured 


Length, 7 to 17 in.; 














manufacturers. 

An idea of the 
speed at which cartoning machines can be made to 
operate may be gained from a type made by the R. A. 
Jones Company of Cincinnati which is in use in the 
plant of a well known soap manufacturer. It cartons 
150 packages per minute. Another machine made by 


TABLE 4. SIZES OF TABLET TAPE MACHINES 


Sizes Weight Height Length Width Hp. Tablet Size 


A 700 Ibs. 64in. 49 in. 19in. 1/5 ge. 
B 900 Ibs. 64 in. 654 in. 19 in. 3/4 5-10 gr. 
Cc 1200 Ibs. 68 in. 62 in. 19 in. 3/, 10-20 gr. 


D 1600 Ibs. 7lin. 78in. 20 in. 1 20-30 gr. 


Each of these machines can be adjusted to pack in tape and 


automatically cut off units of two or more tablets. 


by several companies. 

Thus the American 
Machine and Foundry Company, New York, 
makes three standard wrapping machines. One of 
these slices and wraps the bread and is adjustable for 
different sizes. This machine needs only one at- 
tendant for both slicing and wrapping and is easily 
and quickly adjusted for various sizes of loaves. It is 
provided with variable speed, band labeling and code 
dating attachments. 

The second wrapping machine is for wrapping bread, 
cake and cartons of different sizes and has a wide 
variation in flexibility as indicated in Table 1. Its 
floor plan is shown in Fig. 2. The wrappings are 


sealed mechanically. The third machine is designed for 
wrapping boxes or cartons of (Continued on page 64) 
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Tan and brown are employed in the Rubber and Leather group. Black panel.on each Mechanical group package extends over the 
Characteristic band of white lines appears with narrow light and top to middle of face which is dark blue-green. Characteristic 
dark ribbon effect at the base band of horizontal white lines around each package 


! HE hand of modernism, having left its mark on 
4 the new Ford, has swept further and has ie | 
touched the packages of the Ford replacement partsand = | | 
accessories. All the Ford dealers over the country are * 
now receiving their replacement parts in a new dress, 
and, according to reports, they are accepting them with 
much enthusiasm. The so-called ‘‘Ford blue,’’ char- 
acteristic of Ford packages for so many years, has been 
discarded. In its place is a brilliant array of distinc- 
tive color combinations. 

R. G. Cooper, of Detroit, is responsible for this revo- 
lutionary step. When he was asked to re-style one of 
the packages, the thought in the minds of the Ford 
officials was to change one package at a time as the 





Liquid group uses light green embellished at sides of panel with supply of cartons for each item became exhausted. 
series of overlapping crescents in purple and silver. Identifying Ultimately, of course, the entire line of replacement 
band around tall cans repeated on top of flat cans parts and accessories would have been in new packages. ; 
But such a procedure would prove to be an endless 4 
task. It would lead to confusion and complications, ‘A 
not only for the Ford Motor (Continued on page 76) 
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At left: Engine group in blue with black and white lettering. Nar- 
row band of black and white encircles base of all packages, and face 
carries the Ford trade mark 
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SMARTLY TAILORED, WE CALL THEM 



































_ Rom among the recent work of Ruth and Will Gerth, col- 

laborators in product and package design under the name of 
Gerth and Gerth, MODERN PACKAGING selected the examples 
4 shown in the accompanying illustrations. Each of these is effec- 





a tive in its simplicity and good taste, and because of a definite lack 
FE of any attempt to confuse in color or design. 
Ls The ‘‘Noel’’ Christmas boxes for B. Altman & Company, New 
3 York, were designed with the object of leaving as much white 
P é as possible and making the design flexible to fit all shapes, long 
Ss and narrow, horizontal and square. The design is printed in 
CT Be orange red for the top decorative spot, with the band and lettering 
: at the bottom in silver. The lines in the decoration are white. 
# This red spot is duplicated in large posters and used on the 
pillars throughout the first floor of the store. 
’ Gratifying sales have resulted from entirely new design of 
product and package for the Airalite flash light of Chase Brass & 
Copper Company, Waterbury, Conn. The box is printed in 
copper red on an ivory-colored stock. The bottom of the box 
shown only by an extended edge—is all black. 

The Altman Christmas gift boxes, of star design, are printed in 
blue, green and gray, leaving areas of white in the pattern. These 
were designed to obtain attention value and with the idea of 
eliminating the customary red. Designed by Ruth Gerth. 

Below is shown the old and new packages used by Bond Elec- 
tric Corporation, Jersey City, for the Bond Beautilight, formerly 
designated as the Bond Official Lantern. The new product is 
basically the same, made with the same dies. It was desired to 

he give an old product a new use—to make it more of a gift item. 

tic The original box is in dark green and a primary red. Making a 
deep lid, simplifying the lettering and improving the color scheme 
constituted the changes for the new box—white, red and gloss 
black. The only changes on the product were to chromium plate 

on with added decoration to eliminate scratching, making the back 

1as of the box all black and changing the handle. With a new name 

nd it became a new product suitable for home use. Product de- 

ire signed by Ruth Gerth, package by Will Gerth. 
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HREE years ago, the American Chicle Company 

as told in MODERN PACKAGING last August— 
placed on the market a new candy-coated 
It was packaged in Sylphrap, 
and on the transparent cellulose was printed a new 


chewing gum. 


brand name, ‘“Tempters.”’ 

In wrapping transparent cellulose around its vari- 
ously colored flavors, the company saw an advantage. 
Because the underlying colors added much to the new 
product’s display value. But an unexpectedly impor- 
tant development followed from the printing which the 
company did on this ““Tempters’’ wrap. And today 
the American Chicle Company is marketing its regular 
chewing gum line in new Sylphrap on which is printed 
not merely the single word of a brand name. On the 
new transparent cellulose container appears all the 
labeling of the previous paper wrap. 

And with this new wrapping has come a new name— 
“Triple Guard Pack’’—which is helping to merchandise 


* * 





* 


The ‘‘Triple Guard 
Pack” is featured on 
the display con- 
tainers used for the 


new wraps 
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the eight brands so packaged—of Beeman’s Pepsin, 
Clove, Black Jack, Adams Pepsin-Mint, California 
Fruit, Bloodberry, Sen-Sen and Yucatan. 

Although the transparent cellulose appears to give 
greater physical protection to each package, the value 
of this outer wrap lies chiefly in its “‘eye’’ appeal. The 
company appreciated the fact that cellulose wrapping 
adds luster to most packages. However, when the 
transparent material first was put around the regular 
paper wrapper, as an additional and entirely separate 
unit, reflections of light often spoiled the package’s 
display value on dealer counters. The underneath 
printed paper wrap could not always show through the 
transparent covering with maximum effectiveness. 
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To overcome this, the company worked out a plan 
to combine the paper and the cellulose wraps in one 
unit. That is, to print a facsimile of the paper right 
on the Sylphrap, as had been done three years before 
with the ‘“Tempters’”’ name alone. Forbes Lithograph 
Printing Company tackled the job, and the effect was 
excellent. Colors, printed on the cellulose, showed 
up well no matter how queerly the light struck and re- 
flected on dealer counters. 

This new wrap brought with it a merchandising op- 
portunity. So the American Chicle Company created 
a new name for the package—‘‘Triple Guard.” This 
triple guard included (1) the 
individual wax paper on each 
chewing gum stick, (2) the 
foil sealing five sticks as a 
unit, and (3) the new outer 
Sylphrap with imprinted la- 
bel. A design, showing three 
colorful guardsmen, was cre- 
ated to accompany the words 
‘Triple Guard Pack.” 

Realizing also that the 
new wrap offered an oppor- 
tunity to rejuvenate design 
of the label itself, the com- 
pany laid out new label copy. 
A slogan—‘‘Soothes The 
Throat’’—was combined with 
the company name and put 
on one side only. On the 
second side—thereby left 
free—was put “Triple Guard 
Pack”’ with the three-guardsmen design in orange. Di- 
rections for using the opener tab were effectively run 
from the package’s front around this newly designed 
side to the back, as an integral part of the design. 

On counter display boxes, an insert in a contrasting 
color tells of ‘‘freshness guaranteed” by the “Triple 
Guard” and features the three-guardsmen design. In 
magazine advertising, incidental copy carries out this 
same thought. 














The “‘electric eye’’ registers the wrap design 





To put this new package on the market, it was neces- 
sary for the company to install new wrapping ma- 
chinery. The new machines, of the Package Machinery 
Company, perform a complicated operation at high 
speed. Single sticks of gum first are wrapped in 
waxed paper and banded at a speed of about 600 per 
minute. The waxed paper is folded on the ends, each 
stick is banded, and the band is glued. The sticks are 
then stacked up in piles of five, and are wrapped in a 
second covering of glassine-lined or reinforced foil. 
One of the wrapping units which incorporates photo- 
electric equipment is shown. 

Before this foil is applied 
to the package, a hole is 
punched in it; a strip of 
wax is printed on it to make 
the seal; and a tape, run 
through a wax bath, is ap- 
plied and stuck inside. The 
foil’s cut-off is such that 
the tape sticks up through the 
punching and, on account of 
the wax, sticks to the foil on 
the inside, and will not slip 
out. The package passes 
through apparatus which 
makes end folds and applies 
wax as they are being folded, 
thus making a practically 
hermetically sealed package. 

After this, the package is 
carriedautomatically through 
cooling apparatus to set the 
wax, and into a second machine which wraps it in 
printed transparent cellulose. As this cellulose is 
being fed down to the machine, it is punched and 
slotted so that the tape projecting from the foil will 
come through the hole in the cellulose. 
of the cellulose is controlled by a photo-electric cell, 
and accuracy of registration—of paramount importance 
—is within '/,; in. plus or minus. Packages are discharged 
from these machines ready (Continued on page 79) 
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HAT are the packaging lessons, morals 
and deductions to be derived from the 
experiences of the old year? What changes 
or modifications in packaging practice are 
forecast for 1934, as a consequence of the trial-and-error 
campaigns of the past twelve months, or in deference 
to the changed conditions in- 
duced by influences outside 


PACE AGE 
IDENTIFICATION AND 


PROTECTION 


by Wh thew a 


power of whatever agencies are set up to enforce the 
sacredness of priority advisable in package design. 
Yet more interesting, at the threshold of 1934, than 
even the consideration of a ban on borrowings of 
package inspiration is the probable or possible package 
rebound to the monetary situation. Specialists in 
marketing who look ahead, 
have been asking them- 





the immediate environment of 
packaging? An inventory of 
packaging trends is in order 
at the beginning of every 
year—so rampant is the spirit 
of change in this progressive 
industry. But, when the turn 
from 1933 to 1934 finds us in 
the midst of economic and 
social revolution, there is an 
extra, added urge to study 
the effect upon package com- 
position, identification and 
protection. 

First of all, will come the 
question of the 


reaus? 


answers.—Editor. 





To what extent will the present social 
and economic conditions bear on 
package practices? What can be 
expected in the direction of package 
“censorship” or stipulation as carried 
out by Government regulatory 
What are the anticipated 
effects, on package design protection, 
of various NRA | 
and many other questions of moment | trade) a drift away from the 
to the packaging industry are part of y 
the “inventory” which 
ceiving attention. 
installment of his regular department, 
Mr. Fawcett supplies several of the 


packaging = = === SSS 


selves anxiously what will be 
the effect of inflation, near- 
inflation, or definitely higher 
price standards upon the small 
package. Before the currency 
cloud appeared on the horizon 
there was reported from cer- 
tain quarters (for example, in 
some sections of the drug 


bu- | 


codes? These 


5-cent and 10-cent package 
sizes. Nevertheless, the pack- 
ers to whom the “introduc- 
tory’ factor is important and 
who cherish pay-as-you-enter 
| sampling in preference to the 


is now re- 
In this month's | 











sequels, to date, of the NRA 

adventure for control of in- 

dustry by code. If the books be balanced rigidly, as 
of January, 1934, it will be found that this first season 
of the NRA has brought no radical reflex whatever in 
packaging policies. We are told, though, by cham- 
pions of this part of the New Deal, that ultimately 
packagedom will feel its own special reaction. What 
the optimists insist upon is that, beginning with 1934, 
there will dawn a new security for originality in pack- 
age design. Due to the inclusion in a mounting num- 
ber of codes of the explicit obligation upon every 
packager to lay off his competitor’s original designs. 
Coming at the juncture when many packers despaired 
oi any early action by Congress to provide cheaper 
and more elastic protection for package designs, this 
system of mutual insurance for novelty in package 
form and dress is Weleamed as the «If loaf that is 
better than none. At the same time, realists realize 
that the efficacy of any formula of ethics against 
package piracy will be directly proportionate to ue 
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old program of free demon- 

stration or free distribution 
have been loath to forego the minimum-priced trial 
sizes and ‘‘get-acquainted”’ packages so widely used. 

If commodity prices advance sharply and perma- 
nently under a managed currency, bimetalism, or what 
not, midget packaging is at the crossroads. Not a 
few packers of toilet goods, etc., frankly confess doubts 
of their ability to supply, at 5 or 10 cents, a sufficient 
quantity of a high-grade article to afford a presentable 
unit or pay for the container. And, of course, it is 
unthinkable to wrap a tiny tube or bottle in a dispro- 
portionate amount of advertising matter, lest the over- 
size outer carton be denounced as a ‘‘deceptive’’ 
package. 

Several packers, who are wedded to the sub-deb or 
junior package as an entering wedge in marketing, 
find some comfort 1 the fact that nearly all the erst- 
while 5-and-10-cent stores have now increased the 
price sange to 20 or 25 cents. And in some instances 
all the way to one dollar. (Continued on page 69) 
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1. ENVASE MODERNO—MODERN PACKAGING to you—was used as 
the subject of an exposition recently held in Buenos Aires, Argentine, 
by The Ault & Wiborg Argentine Company (a division of the International 
Printing Ink Corporation). The exposition was well attended and at- 
tracted considerable interest among printers and local manufacturers. 


EL ENVASE MODERNO 


§ 


HE exhibits, three groups of which are shown in the accompanying 
’ illustrations, included an extensive collection of packages and displays 
as well as other examples of printing. The company supplies ink, paper, 
paperboard, etc., to printers and manufacturers in the Argentine. 


Illustrations shown are reproduced from 
photographs supplied through the cour- 
tesy of Leland C. Ball, president of The 
Ault & Wiborg Argentine Company 
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OR a quick “‘dress-up’’ which may be conve- 
niently carried and applied, Nusheen, Inc., has 
recently introduced ‘‘Glo-Stik”’ as an addition 
to its already well-known products—Nusheen 
Rinse and Nusheen Retouch—for beautifying the hair. 
The new product is said to overcome all objections to 
sticky pomades, lotions, etc.; it is greaseless and will 
not flake or dry the scalp. 

Appreciating that the popularity of its use would 
depend to a considerable extent on the form in which 
the product was offered to the public, the company 
wisely decided on a pencil pointed stick, resembling a 
large lipstick and encased in an enameled metal con- 
tainer which could be conveniently carried in the 
The construction of this con- 


pocket or a hand bag. 
tainer is such that an economic use of the product is 
permitted as the stick may be withdrawn as required. 

To provide the retailer with a convenient dispensing 
unit and at the same time offer adequate and distinc- 
tive display for the product, a special counter con- 


Glo-Stik counter container combines effective display with 
customer conventence and the counter card supplements the 
selling message 
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tainer which holds twelve of the Glo-Stiks was devised. 
In this display the black metal containers are held in 
place in recessed spaces, from which they may be 
easily removed. 

The cover of the counter container, folded back, 
depicts in poster form the necessary instructions for the 
application of Glo-Stik and also points out its advan- 
tages as well as stipulating the price. The three visible 
sides of the display likewise carry similar sales messages. 
Printed in black, red and white, the display has good 
visibility and is easily distinguishable on the counter, 
shelf or in the store window. Supplementary to the 
display container is a poster card which duplicates, 
only in larger size, the information and illustration 
reproduced on the former. Both display container and 
card are shown in the accompanying illustration. 

The metal containers for the individual Glo-Stiks 
were made by the Majestic Metal Company. The 
display containers, as well as the counter cards, were 
designed and made by Brooks & Porter, Inc. 
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STYLE AND PRICE APPEAL FOR SHORTENING 


HE traditional cracker barrel in the grocery store 
gave way to modern packaging trends. The 


packaging of shortening, too, has kept pace 
with other food lines but, unlike most foods, 
this product offered a bigger problem. 

Some few years ago shortening was sold to house- 
wives in tins. Some thrifty housewives not needing 
the permanent containers began asking about bulk 
shortening—and processors and refiners supplied the 
retail grocery trade with bulk shortening in large cans 
and barrels. On busy Saturdays, as many as four sales 
clerks were needed about the shortening barrel to 
weigh and wrap up the shortening orders. 

No satisfactory way of handling bulk shortening was 
found, even though waxed paper was used to cover 
cardboard dishes, and all in turn were wrapped in 
wrapping paper. The shopper found the package 
cumbersome, greasy and hard to handle both before 
and after getting home with it. The grocer found 
that the expense of handling and selling shortening 
made the items a low profit item. In general, shorten- 
ing in bulk was a product sold purely as a staple on a 
price appeal. 

The first progress made in tin containers for shorten- 
ing was when the air-tight containers were developed. 
This type container is still widely used and has many 
merits that will in all probability insure its continual 
use. The air-tight container gives shortening in- 
definite life. With the old type buckets, the average 
life of shortening was three months, depending upon 
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climatic conditions as well as the condition of the 
product. With the new type pails, shortening keeps 
for a year or more with no rancidity, and does not 
separate. 

When shortening separates, it leaves a yellow 
streak—it is wholesome and edible but the appearance 
of the streak makes it undesirable for sale and causes 
pick-up from the grocers’ shelves. Today, most 
packers and refiners package their quality line or 
premium type shortening in the air-tight tin containers. 

But for competitive shortening with a price appeal, 
most packers have turned to cartons during the past 
three or four years. Paperboard cartons in one-, two- 
and three-pound sizes have practically eliminated the 
one-, two- and three-pound friction type tins. 

Some two years ago, the industry decided that cartons 
could be used for packaging shortenings in units of 
four and eight pounds. At first there were doubts as 
to whether the cartons would stand up under four and 
eight pounds of weight but these doubts have vanished 
with the months of successful usage. At the present, 
both Peters style and Coco Cola 
type cartons are being used for 
packaging the four and eight 
pound units of shortening. 
Whether or not one or the other 
style will be standardized upon 
remains to be seen. = 

Vegetable parchment is used for — @2s7 
lining most (Continued on page 66) ™ 








JANUARY, 1934 























“WHEN THE FROST IS ON 


THE PUMPKIN” 
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ITH what clarity and insight the beloved 

Hoosier poet, James Whitcomb Riley, 

recalls the wont of American families to 

gather round the family fire—on cold 
wintry nights—in that simple though satisfying occa- 
sion of popping corn over the burning coals. While 
modern inventions have crowded out many of the old 
customs and habits, it is doubtful indeed that the taste 
of families—rich and poor—can ever be lured away 
from their wholehearted liking for this typically 
American confection—popped corn. 

During the past winter that ‘‘modern of moderns’’— 
the radio—broadcast from the Atlantic to the Pacific 
the story of ‘‘Jolly Time’’ Pop Corn—of its satisfying, 
economical and health giving qualities—delighting the 
hearts and “tummies’’ of young and old alike—and 
packaged in its patriotically colored tin of red, white 
and blue. 

In its research laboratories, at the largest exclusive 
pop corn plant in the world, located in Sioux City, 
Iowa, The American Pop Corn Company developed 
another inviting blend of pop corn—particularly 
adapted to ready popping in modern homes with their 
gas and electric ranges—casting about for a suitable 
trade name they decided on ‘Tip Top,” immediately 
indicative of the ‘‘ne plus ultra’’ in fine lowa-grown 
pop corns. 

As a practical means of bringing it within the reach 
of the widest possible number of consumers it was 
decided to package it in a folding carton permitting its 
sale for 10 cents, sealed at both ends as a protective 
feature. The carton was to be suitably illustrated so 
as to be immediately attractive to busy housewives, 
capture their attention and arouse them to the buying 
point by a direct appeal to their appetites. 

One suggestion advanced of providing the carton 
with a transparent cellulose window, permitting the 
consumer to examine and see the clean and hulless 
features of ‘“Tip Top” pop corn, was overruled by the 
simple but significant argument that the consumer had 
little interest in, or ability to judge, the quality of un- 
popped corn—only in its final or popped stage did it 
possess a real appetite appeal for the average consumer. 
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A marked difference between this Iowa-grown ‘‘Tip 
Top” Pop Corn and competitive pop corns was the 
extreme whiteness of the former—as contrasted to the 
yellowish caste of the latter—principally South Ameri- 
can in their origin. 

The design problem in its simplest terms was: 





1. A design that would embody a definite appetite 

appeal, together with emphasis on the clean 

whiteness of ‘‘Tip Top’’ pop corn. 

A display panel only 3'/. in. X 4!/4 in. in size. 

3. An illustration that would show lifelike kernels 
of popped corn, admittedly a difficult job on 
fine coated papers, even harder on average folding 
boxboard. 

4. Specific directions on how to get best results in 
popping corn. 

5. Suggested tasty recipes in addition to the salt 
and melted butter favorite. 

6. A design that would be sufficiently different and 

outstanding so that when displayed on the 

dealer’s shelf it would not be crowded out by 

competitive packages and designs but would 

make itself seen, wanted and bought by con- 

sumers visiting the store. 

Finally, utmost economy in materials and colors 

because of a limited margin between manufac- 

turing and selling prices. 


bo 
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The limited space for display did not permit of show- 
ing a bowl of popped corn in sufficient size as to be life- 
like. A photograph reduced to proper proportions 
made the individual kernels more nearly resemble 
boiled rice or cotton balls than popped corn. The 
individual kernels of popped (Continued on page 75) 


















ARERR nae Siar 


























FROM WORK-BASKET 
TO HAND BAG 
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ADY, wouldn’t you like a nice fresh tube 
of Fabric Patch-It Paste today—for only 
fifty cents—it’s good for binding hems of 
skirts, patching skirts and dresses. You 

can also use it to stop runs in stockings.’’ Some such 
conversation doubtless took place thousands of times a 
few years back when Fabric Patch-It Paste was in its 
heyday. At one time there were as many as 4000 
agents scattered in various parts of the country, selling 
this product house to house. And doing very well at 
it too. They were doing so well that after three or 
four years when the proprietor of the business died she 
* Camille, Inc., 7 W. 44th St., New York. 
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left a sizable fortune and the secret of the Fabric 
Patch-It Paste formula to her brothers. 

But the buying habits of the American housewife 
changed. Instead of the canvassers meeting with the 
success that they had formerly enjoyed, they found 
that they had hold of a one-time seller. Apparently 
the tube of Fabric Patch-It Paste remained on the 
kitchen shelf a good deal longer than it was at first 
supposed. At any rate the business fell off until it 
finally stopped. Not that the paste did not do every- 
thing claimed for it, for it did. But the tube, being a 
good, generous fifty cents’ worth, remained in the 
darning basket or in the (Continued on page 66) 
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OLDED SCREW CAPS for liquor bottles 
are a repeal novelty in the United States, 
but have been in use in Canada and some 
other countries for several years. Also, 

these closures have long been used in this country with 
perfumery, toilet water and other alcoholic liquids. 

In spite of this experience, it is not surprising that 
the rush to meet the repeal demand led to some mis- 
takes. To the layman a molded cap is a molded cap, 
and it was but natural that little attention was paid to 
the material from which it was made. 

Experienced bottlers and cap molders, however, are 
fully aware of the fact that some molding compounds 
are not suitable for use in contact with whisky, brandy, 
gin and other strong alcoholic liquors. Only the haste 
and confusion attendant upon the sudden rebirth of a 
great industry can account for the few failures of molded 
caps that have occurred. 

These mistakes are now mostly things of the past. 
Little or no trouble should be experienced in the future 
from the use of unsuitable molding compounds. Still, 
it will be useful at this time to review briefly some of the 
facts concerning molding compounds, with special 
reference to their use in contact with alcoholic solutions 
and liquors. 

Molded screw caps for bottles and tubes, and all the 
other thousands of molded articles that have come into 
such wide use in recent years, are all made from a group 
of artificial chemical products generally called synthetic 
resins. The first of these to come into general use were 
a group of materials known as phenol-formaldehyde 
resins, made from the combination of a phenol (one of 
the group of coal tar products widely used in industry) 
with formaldehyde or some similar chemical. 

Since the successful introduction of the first phenol- 
formaldehyde plastics, a number of products of some- 
what similar composition have been developed. These 
plastics, when used for molding, are mixed with various 
filler materials such as wood flour or cellulose fibre. 
Upon the composition of the resin used and the filler 
material added, depend the properties of the fin- 
ished molded articles and their uses. 

This group of phenolic-formaldehyde plastics are not 
the only materials available for making molded articles. 
Research in this field has brought into use a number of 
other synthetic chemical materials which have proved 
adaptable for molding purposes. Among these are 
such plastics as urea-formaldehyde, glycerine-phthali- 
canhydride, furfural compounds and casein products. 

Each of these plastics or artificial resins has many ap- 
plications in which it gives good service. The maker of 
molded articles must concern himself to select one that 
will give properties in the finished product suitable for 
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MOLDING COMPOUNDS FOR LIQUOR CLOSURES 


the intended use. In the case of liquor bottle caps 
these properties must include the ability to be unaf- 
fected by contact with the liquor or its ingredients. 

Any liquor is mostly made up of distilled water and 
grain, or ethyl, alcohol. Because the water is distilled, 
and consequently pure, it does not have exactly the 
same action on other substances as ordinary city or well 
water. The alcohol is diluted with an equal quantity, 
or in many cases more, of water, and its action on the 
closure material is thus not the same as that of pure 
ethyl alcohol. The remaining constituents of the 
liquor may include, among other things, such so-called 
“higher’’ alcohols as amyl alcohol or fusel oil; and 
flavoring and coloring substances, among which are 
essential oils, tannic acid, fruit acids and sugar. 

All of these constituents will react chemically if 
brought into contact with certain chemicals. If such 
reactions occur between the liquor and the molded cap 
material, the closure may be damaged. Possibly small 
portions of the cap material may be dissolved in the 
liquor, changing its color or flavor. Or the liquor 
might cause the cap to swell, thus making removal 
difficult. Still another possibility is that the finish of 
the cap may be marred, detracting from its appearance. 

There are, however, plastic materials available from 
which caps may be made that will be wholly unaffected 
by contact with liquor. This can be readily done and 
at no increase in expense. One of the largest makers of 
molding compounds (General Plastics, Inc.) has had 
extended laboratory tests made of its molding com- 
pound that is supplied as standard for liquor bottle 
caps. It was found that caps made of this compound 
are entirely unaffected by any of the ingredients of 
liquor, in fact, by any products commonly packed in 
bottles. 

According to one set of laboratory tests, prolonged 
immersion in various solvents of molded caps made 
from one suitably selected phenolic molding compound 
gave the following results: 


Effect on 

Solvent Bleeding Finish 
Alcohol None None 
10% Acetic acid None None 
Hydrogen peroxide None None 
Butyl alcohol None None 
Butyl acetate None None 
Ethyl acetate None None 
Acetone None None 
10% Hydrochloric acid None None 
Concentrated ammonia solution None Slight 


Naturally, most of these solvents are never found in 
any beverage, but the test serves to show how thor- 
oughly inert a properly made molding compound can be. 

Similar tests have been carried (Continued on page 46) 
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Arlco Sparkling Cleaner for enamel and porcelain, em- 
ploys a tube with molded closure furnished by National 
Collapsible Tube Company. 
® 
The Vanity Aristocrat offers a convenient assortment of 
safety pins. Boxes made by A. Dorfman Company for 
Consolidated Safety Pin Company. 
9 
Cranebrooks, Inc., of Los Angeles, designed the new 
Thoro package for the Thoro Corporation; Los Angeles 
Paper Box Company furnished the cartons. 


e 
Speare’'s Penn motor oil package is designed to lend 
itself to attractive shelf or counter display. Cans are 
made by Continental Can Company. 
e 


A simple printed design in copper and brass is used for 
the Revere cleaner powder of the Rome Manufacturing 
Company. Container by American Can Co., label by 
Read Printing Company. 


The Heyer Corporation, for its Hektograph Refill Com- 
position, uses a well designed container supplied by the 
Continental Can Company. 
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MOLDING COMPOUNDS 
FOR LIQUOR CLOSURES 


(Continued from page 44) out by the United States 
Bureau of Standards on a common 
molding compounds. The results, reported in Techno- 
logic Paper No. 216, show properties for a molded 
phenol-formaldehyde resin that include the following: 


number of 


No depreciation in physical 
or chemical properties 

Slight increase in hardness 

After 2!/, 
change in color 


Effect of age 


Effect of sunlight years shows slight 


Effect of solvents: 


Acetone No effect 

Alcohol No effect 

Ammonia No effect other than slight 
absorption of moisture 

Oils Practically impervious 

Weak acids Practically unaffected 


Effect of metallic No effect 


inserts 


BUILDING REPEAT 


In the report of these tests, the make-up of the sam- 
ples tested is not specified, but as the tests were made of 
samples prepared for use in radio and other work, it is 
evident that the materials were not as carefully chosen 
to resist chemical action as is the case with molding 
compounds specifically selected for the manufacture 
of liquor bottie caps. 

Not only do tests such as these show the safety of a 
properly selected molding compound for use in contact 
with liquor from the purely chemical standpoint, but 
practical experience in the use of molded caps shows 
that the laboratory findings hold true in practice. It 
is only necessary for the cap manufacturer to select his 
raw material—the molding compound — with reasonable 
care and to carry out the molding operations correctly 
in order that his product will give good service to the 
liquor bottler. This can be readily done, for suitable 
compounds are available in ample quantity. 

No consideration of the qualities that characterize a 
molding compound suitable for liquor bottle caps would 
be complete without noting the (Continued on page 64) 


SALES FOR PARLOR MAGIC 
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f5oxes in bright, bizarre colors 
CC” have been chosen for the E Z 
to Do Manufacturing Company’s 
series of six magic tricks. Retail- 
ing at 25 cents each, these tricks are 
being distributed through the 60,- 
000 units of the S. M. News Com- 
pany of New York. Plans call for 
the issue of new series of tricks at 
frequent intervals, to build up re- 
peat business and to cater to the 
keen popular interest in home 
magic. This has been greatly 
stimulated by the growing knowl- 
edge of sleight-of-hand technique 
that has resulted from radio talks 
by professional magicians, cigarette advertisements 
with the magician theme, etc. Both adults and 
children, consequently, are now eager to try their own 
skill as amateur magicians. 

The tricks that are now on news stand sale have been 
prepared with the cooperation of professional and ama- 
teur magicians and repeat some of their simpler ac- 
complishments on a small scale. They are easily 
grasped and instructions are furnished with each trick; 
yet they are mystifying enough to give the practiced 
performer a real thrill of satisfaction. 
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Step-up display and colorful boxes at- 
tract sales for parlor trick series 


The opening series includes the 
Traveling Coin, the Vanishing 
Handkerchief, the Wizard Rope, 
the Spirit Card, the Mystic Marbles, 
and the Arabian Bead. 

The suggestion of magic is fur- 
thered not only by the assort- 
ment of bright colors in which 
the tricks are packaged, but also 
by a cover design in the form of a 
Hindu figure. This colorful pack- 
aging serves another useful purpose, 
that of competing effectively with 
the multitude of bright colored 
articles that are featured on news 
stands. The half dozen set-up 
boxes, each sealed by the outside wrap, are conve- 
niently assembled on a bright red easel display stand, 
and the entire set-up is quickly packed for ship- 
ment in corrugated boxes. Reverse plate printing in 
three colors is used for the box covers. The step- 
up stand makes for compact display in limited counter 
space. The orange-and-black poster, featuring the 
magician’s coat-of-arms, the hat and rabbit, is the 
final unit in the bright color scheme. The boxes and 
display were designed and made by the Bicknell & Ful- 
ler Paper Box Company. 
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HERE AND THERE 





The first comprehensive industrial design exposi- 
tion every held in the United States wiil open on Feb. 
15 and run for a month at Rockefeller Center, under 
the auspices of the National Alliance of Art and 
Industry. The exposition will include every type of 
industrial design, from a cigarette lighter to a three-car 
streamline electric train. 

Any article in which design is an element, and which 
is intended for mechanical duplication, already pro- 
duced or in the process of production, is eligible. All 
entries will be passed upon by an official jury before 
being admitted to the show, in order to insure that this 
show will be truly representative of the best industrial 
art that America has produced to date. 

The purpose of the exposition is three-fold: To 
create in commerce and industry the realization of the 
importance of design; to demonstrate that good design 
and sales value are complementary in our civiliza- 
tion; to emphasize visually that there is a definite 
trend toward a national style. Among the leading 
American designers cooperating are Walter Teague, 
Eugene Schoen, Norman Bel-Geddes, Donald Deskey, 
Gilbert Rohde, Henry Dreyfuss, Russell Wright, 
George Sakier, Lurelle Guild, Egmont Arens and 
Lucian Bernhard. 


Educational exhibit of fancy and 
decorative papers and boxes, as 
arranged by Louis De jonge 
Company, shown at the Newark 
School of Fine and Industrial Art 


Indicating the active interest of the present day art 
school in the requirements of industrial design, Louis 
Dejonge & Company has collaborated with the Newark 
School of Fine and Industrial Art, Newark, N. J., in an 
educational exhibit on the subject of box papers, their 
manufacture and use. 

An effective display has been arranged in the main 
lobby of the school. Dejonge papers in various finishes 
are shown, and brief descriptive high lights on manufac- 
turing processes required to achieve these finishes. 
A graceful drop of strips of the smartest popular box 
papers serves as a background for a small group of fine 
boxes employing Dejonge papers. Of particular in- 
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INDUSTRY 


terest to students is a group of printing rollers used for 
printing fancy papers. 

The exhibit was designed and arranged by Rose C. 
Grimes, designer for Louis Dejonge & Company and 
head of the design department in the evening school of 
the Newark School of Fine and Industrial Art. 


Ben Nash, product development and merchandising 
counsellor, is now occupying offices in the RCA build- 
ing in Rockefeller Center, New York. In determining 
on the move from his previous quarters at 21 East 
40th St., Mr. Nash explained, he was motivated by the 
belief that Rockefeller Center had established itself 
as the outstanding national meeting ground for ac- 
tivities in art and industry. 


Judges who will determine the winner of the third 
Irwin D. Wolf trophy to be awarded by the American 
Management Association for the best package de- 
veloped and placed on the market between Jan. I, 
1933, and Feb. 15, 1934, are as follows: Ralph 
Alexander, Columbia University; Richard F. Bach, 
Metropolitan Museum of Art; Alon Bement, National 
Alliance of Art and Industry; Fred G. Cooper; 
Katharine Fisher, Good Housekeeping Institute; 





W. Gordon Lathan, Fort Orange Paper Company; 
and Harriet Sartain, Moore Institute of Art, Science 
and Industry. 

Packages competing for the third Irwin D. Wolf 
Award, will be placed on exhibition by the American 
Management Association as a feature section of the 
Fourth Packaging Exposition, sponsored by the 
Association, in the Hotel Astor, New York City, 
March 13-16, 1934. The jury of award will select 
the winning package and honorary group awards 
and the results will be made public at the opening of 
the exhibition. 

Entry blanks and an- (Continued on page 62) 
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MACHINER Y—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


PACKAGING LINE SHOWS 
NEW REFINEMENTS 


oa Jor an important food manufacturer a battery of 
ig straight line machines has just been completed 
that automatically separates and feeds cartons, forms 
them, seals them top and bottom and encloses them 
in wax paper wrappers, all automatically at the rate of 


enough period of time to insure the permanent setting 
of the glued flaps. This is one of the several exclusive 
features incorporated by the manufacturer, The John- 
son Automatic Sealer Co., Ltd., of Battle Creek, 
Mich. 

Another feature is the convex ‘‘arching”’ of the four 
flaps that form the top of the carton. This prevents 
likelihood of the sagging of the tops in a way that 
would cause imperfect sealing. A third outstanding 
novelty is the use of the photo-electric cell which 
registers perfectly the wax-paper wrappers so that they 
exactly conform with the cartons. No printing is 
done on the cartons; design and wording being limited 
tothe wrapper. This permits the use of less expensive 
stock for the cartons and permits a higher degree of 
art illustration. 

The magazine to the left of, and below the chute at 
(1) is filled with collapsed cartons, which are auto- 
matically opened out, one by one, by an automatic 








3 











Carton forming, sealing and wrapping unit which incorporates several exclusive features 


70 to the minute. For this particular product the 
customer preferred to hand-fill the cartons, and 
therefore, a double conveyor carries the bottom sealed 
cartons to the right in front of the packers. A single 
return takes the filled package back through the 
machines. 

A novel feature of the machine illustrated is the use 
of individual mechanical pressure-pads which travel 
with the cartons through several revolutions of the 
machine, exerting continuous pressure for a long 
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carton feeder and carried to the left into the body of 
the machine between the chute and (2) where they are 
bottom-sealed. A series of continuous moving pres- 
ure-pads holds the cartons in a firm grip as they move 
through several revolutions of the machine, insuring 
the permanent ‘‘set’’ of the glued flap. Cartons thus 
glued pass to the right, and are blown out of the curved 
chute onto two parallel belts that convey them to the 
extreme right end of the machine where, in this in- 
stance, they are hand-filled, (Continued on page 59) 
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TEXTILE PACKAGING 


is GOING PLACES 


by boy Sheldon 
U 


AVERY year the packaging of textiles 
demonstrates that the important packag- 
ing trend in consumer merchandise 
bought by women is toward a more 

perfect harmony between the package and the 
product. Blankets, towels, sheets and pillow 
cases, as the leaders in textile packaging, show 
this most clearly. Hosiery, despite the fact that 
it is a fashion article with an important color 
appeal, lags farther behind in the textile pack- 
aging procession. But even in this backward 
field the beginning is being made toward more 
attractive packaging. 

The accompanying illustration in fuil colors 
shows clearly the successful and logical use of 
transparent cellulose wrapping. The Martex 
towels, with their admirable designs and colors, 
are shown off with maximum effectiveness and 
at the same time are completely protected 
against dust, soiling and handling. The ribbon 
ties are carefully matched with the color of 
the merchandise, and even the placing of the 
ribbons is made a part of the design. 

Packaging in opaque materials, particularly 
for larger items, such as blankets and com- 
forts, is excellently illustrated by the new Chat- 
ham box, printed in red, white and yellow on 
silver. This makes a very handsome package, 
perfectly at home under the Christmas tree. 
The color scheme, of course, harmonizes with 
any shade of blanket contained in the package. 
There is little that is new or remarkable this 
year in the packaging of sheets and pillow cases. 
One pleasant exception to this statement, how- 
ever, is Cannon’s smart’ reuse container for 
combinations of sheets and pillow cases. This 
consists of a rectangular box large enough for 
gloves, handkerchiefs or other feminine para- 
phernalia after the original merchandise has 
been removed. It is covered with a decorative 
chintz material and carries an ivory ring on 
the cover. 

Textile packaging this season has rather 
spent its time and effort in consolidating prog- 
ress made in more prosperous years than 
investing in new or different packages. For 
colorful merchandise, where good design has 
become the rule rather than the exception, the 
transparent wrapper has achieved its primary 
function. It is immaculate and has just enough 
life in its sheen to give brilliance and a certain 

















































The color plates used on this and the following page have been 
furnished through the courtesy of the Ilellington Sears Com- 
pany and the Chatham Manufacturing Company, respectively. 
Both show excellent reproduction of the products and pack- 
ages and indicate that textile packaging is “going places.” 
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glamour to the merchandise. Boxes—of which there are 
still some horrible examples as far as direction, lettering 
and trade marks go—tend to white or neutral colors. 

The Depression has undoubtedly exercised a steadying 
influence and made necessary more economical and simple 
packages. It would be logical in this situation in American 
merchandising that next season will see new packages and 
greater ingenuity. The opportunity is one which places a 
premium on a distinctive wrapper or box. Even without 
going to the expense of elaborate chests and heavy wooden 
boxes, the manufacturer who can arouse interest in a 
definite sales appeal with a novel treatment of his textile 
package, would reap a large reward. 

The leaders in the textile industry deserve credit for 
demonstrating in good years and bad, one use of intelli- 
gent and smart design as a business strategy. Cannon, 
Pepperell, Martex, North Star, Chatham have consis- 
tently and continuously applied design to the merchan- 
dise itself, to the labels, and to their packages. The result 
has been that they created an active acceptance,—more 
than that even, an actual consumer demand for these 
famous brand names. Very probably, in some of these 
important cases, only a fraction of the total brand pro- 
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duction was in the form of designed merchandise. But 
the buying public has been so attracted by the new and 
colorful fraction of prestige merchandise, that it has 
insisted on obtaining the brand name. Tests have proved 
that the same staple merchandise with the brand label 
removed, would not sell in competition with the identical 
branded product, even where the unbranded goods were 
displayed with a lower price. 

In the face of this very definite proof of the value of 
colorful modern design applied to the merchandise and 
its package, it is astonishing that the entire field of silk 
hosiery should make so little use of package design. This 
is probably due to the handling of this merchandise in 
the department stores and a feeling generally among the 
hosiery manufacturers that a pleasant and attractive 
design treatment of their boxes would not tend to increase 
their sales. As one very large manufacturer said recently, 
“T have never yet seen a decent hosiery box, and in view 
of the large quantities of a standard size used, this re- 
mains one of the mysterious blind spots of American 
merchandising to me.” 

In general, textile packaging is sound and quiet this 
year. Next season it should go places. 
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SEEN 
ON PANTRY 
SHELVES 
* 


Lithographed in red, black, yel- 
low and white, the tin container 
for Savarin Tea is easily dis- 
tinguished on the shelf. Tins 
are manufactured by the George 
V. Clark Company, Inc. 
9 
A map is centered on the label 
of the bottle for Michigan To- 
mato Catsup. Design by R. G. Cooper 
Studio, bottles by Owens-Illinois, clo- 
sures made by the White Cap Company. 
a 
A premium package, using Hazel-Atlas 
Platonite ware, used successfully by 
Northern Illinois Cereal Company. 
Photo by Underwood & Underwood. 
. 

Progress in carton design is shown in 
the interesting exhibit of the Price Fla- 
voring Extract Co. Photo by courtesy 
of Container Corporation of America. 


=CENTURY 
OF PROGRESS 
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Always reflecting good taste, the new 
packages for Mary Chess products 
strike a high note in exclusiveness. 
Jar of Plaskon, molded by Tech-Art 
Plastics Company ; beauty kit box by 
William Buedingen, perfume box by 
Karl Voss and sachet bottle by Ruth 
Glass Company. 
od 


The Phillips Company’s sales kit displays 
eight packaged toilet items. Tubes by New 
England Collapsible Tube Company, with 
Colt molded caps ; bottles by Owens-Illinois, 
labels by Foxon and the case by Dennison 
Manufacturing Company. 

wp 
Black molded jar with a red monogram on 
the cover, and carton in cream, orange and 
black is the new package ensemble for Tussy 
Cream Rouge. Jar molded of Durez by Mack 
Molding Company. 

@ 


A re-use display is offered in the 
molded base which Frederick 
Stearns & Company use for their 
“Thirty-Five” line of men’s toilet- 
ries. Holds three packages and 
afterwards becomes an ashtray. 
Norton Laboratories molded the 
tray of black Durez. Photo by 
General Plastics, Inc. 





RECENT OFFERINGS 
IN TOILETRY CONTAINERS 


Patts, Inc., introduces new molded con- 
tainers, in colors, as convenient dis- 
pensers for its Patts cleaning tissue. 
These are molded of Plaskon by North- 

ern Industrial Chemical Company. 

4 

White jars with satin finished aluminum clo- 
sures and easily read labels effect a pleasing 
change in the new packages offered by Harriet 
Hubbard Ayer, Inc. All with no loss in Com- 
pany identity. Jars and closures were designed 
and made by Hazel-Atlas Glass Co. Photo 


by Underwood & Underwood. 


Jacques Martial of Jacques Martial Asso- 
ciates is responsible for the designs shown 
on the Aida box for Pinaud as well as the 
Ramaia face cream bottle and powder box 
for Marlaine. Both of the powder boxes 
have “window” inserts so that the shade 
of the included powder may be seen. Im- 
ported package materials are used thruout. 





“First six months sale in 1933 
100% higher due entirely to 
vacuum glass package.” 
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D in Glass 


AN AMAZING PACKAGE SUCCESS 


The quoted statements on these pages, while they apply 
particularly to coffee vacuum packed in glass and come 


from coffee roasters among the more than 50 now using 


ITP 


— - “a glass, are almost universally true of any product ina glass 


= 
~ 


container. Glass sells goods. 


~ 


* = RETAIL SALES PROVE IT 
1 rrr « 
ATIAMAL Retail sales prove that products packed in glass sell faster 
=e than similar products put up in any other way. The same 
sound index shows that, of two products packed in glass, 
the one in a modernized container sells faster than the 
one which clings to an outmoded design. Furthermore, 
a sales analysis of products recently placed on the mar- 
ket will give convincing evidence of the fact that those 
introduced in glass sel] faster than others and establish 
themselves much more quickly with both the public 


and the retail trade. 


OWENS-ILLINOIS CAN SERVE YOU 


The Onlzed line includes a multitude of attractive and 
practical stock shapes and sizes for foods, cosmetics, 


proprietaries and other products. Styles are designed to 


be used with modern closures that afford permanent 
protection to the contents. They are easily opened and 
simply and efficiently resealed. Consult with Owens- 
Illinois. Investigate the new glass packaging ideas that 
have been made possible by constantly improved meth- 
ods of manufacture. Send today for samples and complete 
information. Owens-Illinois Glass Company, Toledo, O. 


OWENS - ILLINOIS 
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LISTED AMONG 
HOLIDAY PACKAGES 


* 
Molded boxes with concealed spring—metal hinges 
introduce a new note in jewelry cases. Manufac- 
tured of Durez by the Rathburn Manufacturing 


Company. Photo, courtesy of General Plastics, Inc. 
® 


Ample re-use is suggested in the two-piece molded 
container, with its sliding tray, for hosiery, scarfs, 
ties, belts, etc. Molded of red and black Durez by 
Mack Molding Company. Photo, courtesy of Gen- 


eral Plastics, Inc. 
e 


Union Oil Company of California uses a gift box 
in gold and black for its new lighter fluid and “lip- 
stick” shaped lighter. A new idea in the packaging 


of petroleum products. 





































































Seen at Lord & Taylor’s. Roll-top stationery box 





Bes and two others of interesting and original designs. 
ac- j Designed and made, complete, by Beckhard- 
ing Simfred Company for its own line of stationery. 
ne. e 
The new Lektrolite of the Platinum Products 
: Company is contained in a cover and base of 
led q molded Bakelite. A chemical action produces the 
fs, heat in the cigarette lighter. Photograph furnished 
by the courtesy of Bakelite Corporation. 
by 
=) 
n- 
] Peck & Peck goes on the “gold standard” in its 
: choice of a holiday gift box for hosiery. The de- 
sign is by Industrial Design, Inc., and the boxes, 
” heavy gold foil covered and embossed, are made 
ip- 4 by the C. F. Hatch Company. 
ng * 
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HOUSEHOLD APPURTENANCES 


* 


























The new Handi-Rolls package used by Amer- 
ican Steel Wool Manufacturing Company, 
Inc., provides appreciated convenience for 
the housewife. Industrial Design, Inc., cre- 
ated the design. 

& 
The Cross Country series of packages for 
Sears, Roebuck and Company in orange with 
blue lettering and blue bands strike an en- 
tirely new note. Designed by Sidney Bagshaw 
of the Arthur S. Allen organization. 

e 
I ffective display is attained for Acme Shears 
through the use of black, red, yellow and deep 
brown as a background for thé product. De- 


signed and merchandised by American Mar- 


keting and Management Service. 


* 
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MACHINERY—SUPPLIES 


(Continued from page 48) this particular customer 
preferring hand-filling for the product to be handled. 
(A Johnson Automatic machine, gross or net weight 
scale, can be substituted at this point.) 

After filling, the cartons return on two parallel 
belts, through the machine to a point near (2) where 
they are top-sealed. After the carton has had the 
glue applied to the top flap and the flaps are folded 
in proper position for sealing, not only is pressure 
exerted from the top in the usual way but side pressure 
is applied to the cartons as they pass through the dryer 
to arch the flaps in convexed shape. By applying 
this pressure, and avoiding the sagging of the tops, a 
perfect glued joint is insured. 

The flow of filled, sealed cartons is then divided and 
carried on a double line at slow speed through 4 to 5, 
running at half-speed on two parallel conveyors. 
The drying time is doubled in its ratio to floor space 
or length of the drying conveyor. 

For handling the machine one operator—to keep 
the intake magazine supplied with collapsed cartons 
and to fill occasionally the glue reservoirs—is required 
for the combination top and bottom sealing machine, 
and, under most operating conditions, the same 
operator can replenish the paper supply for the 
photo-electric wrapping machine. 

The assembly at the extreme left wraps the filled 
cartons—blank board to this point—in printed wax- 
paper wrappers, giving them much the appearance of 
varnished label packages. To insure a perfect register 
of these wrappers, a photo-electric cell is brought into 
play. Wrappers are accurately sealed, the seams be- 
ing practically invisible. 

To recapitulate, the machine illustrated is novel 
in that it embodies, in one continuous line, economical 
in floor space, the following operations: Carton 
feeding; carton forming; top-sealing; conveyance 
for manual filling; bottom-sealing; moving pressure- 
pads, holding cartons in a firm grip while glue is 
setting; arched or convexed sealing, insuring per- 
fectly glued seams, and wax-paper wrapping with 
“electric eye.” , 


A PAGE FROM COLLAPSIBLE 
TUBE HISTORY 


a HE ordinary plain collapsible tubes have been 

e objectionable to some, owing to their lack of 
variety and attractiveness in design and finish. To 
overcome this, as well as to provide a tube with many 
other advantages, we offer a new line of plain colored 
and printed and decorated colored tubes, which we feel 
sure has never before been equaled.”’ 

This innovation, hailed as “something new,’ was 
announced thirty years ago by the Standard Specialty 
and Tube Company, New Brighton, Pa., in a four-page 





leaflet, a copy of which was recently called to the 
attention of MODERN PACKAGING. 

Continuing, the leaflet carries the information that 
“The colors are beautiful, in large variety, and are fur- 
nished in either satin or silk finish, the former having a 
glossy or brilliant effect, the latter a dull or semi-dull 
finish. The plain tubes are not attractive. Our colored 
and decorated tubes, however, are not only attrac- 
tive, but artistic, and by their use the selling power of 
any article contained therein 1s greatly increased. They 
cost but little more than the plain tubes, and are a 
muck more profitable investment. By their use the 
extra expense for labels and putting same on is done 
away with. 

“If paper labels are used, especially for toilet prepa- 
rations, around the washstand, they soon become wet 
and come off. The value of the label is therefore com- 
pletely lost. The directly printed tube is a durable and 
standing advertisement as long as the tube lasts; be- 
sides, it gives greater satisfaction to the user in deter- 
mining the contents of the tube and the directions for 
using same. Some preparations, such as vaseline, shoe 
blacking, printing inks, paints, paste, etc., soil and dis- 
figure the paper labels, which is a decided objection to 
their use. Our printed tubes are permanent and may 
be washed off without injuring the printing. 

“We can furnish either plain or printed tubes of any 
color in all sizes from */; to 2'/, in. diameter, any length, 
and if desired will prepare and submit original designs 
for labels or reproduce your present label with trade 
marks, directions, etc., printing same directly on the 
tubes. Send us one of the labels you are now using if 
you wish an exact reproduction, or send us a copy of 
printing desired, and we will submit estimates. 

“We also print on the plain tubes without first color- 
ing same. This does away with labeling, but lacks the 
attractiveness of the colored tube. It is, of course, 
somewhat cheaper. We also furnish, if desired, colored 
tubes plain without printing, which make an attractive 
package, and have many advantages over the plain tin 
tubes. These cost very little more than the plain 
tubes. Samples of any style submitted upon request.” 

Another leaflet of similar import, but showing repro- 
ductions of several tubes in actual color, was published 
two years later by the same company which makes the 
claim of being the original manufacturer of colored and 
printed collapsible tubes in America. 





“A handy way to handle bottles” is the import of a 
broadside folder recently issued by the Hinde & Dauch 
Paper Company, Sandusky, Ohio. This describes 
and illustrates a new and convenient display-de- 
livery box which accommodates either three or six 
bottles and can be furnished in any color desired. 
No fasteners are required nor is special machinery 
needed to set up the box; it can be used anywhere 
along the line from the producer, the distributor and 
the warehouse, even to the store counter itself. 
Samples of four colors, in the corrugated board, are 
shown with the folder. 
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DESIGN HAS ARRIVED 
\ im ~) O create in commerce and 
‘i : o industry the realization of 
the importance of design; to dem- 
ul} | onstrate that beauty and sales 
ie It values are complementary in our 
civilization; to emphasize visually 
that there is a definite trend to- 
ward a national style—these are the stated purposes 
of the Industrial Arts Exposition, organized and di- 
rected by designers cooperating with the National Alli- 
ance of Art and Industry, which is to be held February 
15 to March 15, 1934,in the R.C. A. Building, New York. 
So far as we are aware, the Exposition represents the 
first attempt in this country to present, in tangible form 
and to a degree that offers a true measure of design ac- 
complishment as applied to ail industry, the progress 
that has been made by American designers. That such 
a move should be undertaken or sponsored by the 
designers themselves is of particular significance, indi- 
cating, as it does, that the time has arrived for national 
recognition of their endeavors. Not that such has been 
lacking when opportunity for design utilization existed, 
for there are ample evidences of design effectiveness in 
practically every industry. The designer, reviewing 
the results of his efforts and receiving the approbation 
of those he serves is in an excellent position to interpret 
such findings and promote further understanding of 
those accomplishments. 

While it cannot be claimed that art in industry had 
its beginning in this country, it may be said that the 
impetus which industrial design has received in recent 
years can be definitely attributed to the progress made 
in its acceptance by American industrialists and the 
ability of national designers to produce effectively. 

It was not so many years ago that we, in this country, 
sought, almost exclusively, the designs of older nations. 
We depended on them for styles, for fashions; and 
gradually broke away—even though not entirely—to 
develop something to which we might lay claim: an 
American mode. But, the while, we were making 
strides in a direction that demanded international recog- 
nition. American engineers, architects and designers 
were called upon to produce effective equipment, struc- 
tures and appliances to meet the fast moving tempo of 
American business and industry. The successful ex- 
tension or interpretation of this accomplishment to all 
products of American industry formed the basis of what 
we now refer to as a national design trend—a trend 
which will unquestionably be manifest in the exhibits 
to be shown at the Exposition. 





() 
il 
tee 


60 MODERN PACKAGING 





_" speaking * + 





FOR GREATER PACKAGING ECONOMY 


MONG the salutary effects which may be antici- 
pated as the result of NRA rulings, and as ap- 
plied particularly to the packaging field, is the oppor- 
tunity for the further and more efficient use of packag- 
ing machinery. This in no way implies a reduction in 
the number of employees at any one packaging plant, 
due to an automatic production of packages which 
formerly were assembled by hand. As a matter of 
fact, in many instances, the in- 
creased production due to the 
installation of packaging machin- 
ery has made necessary the place- 
ment of workers in other opera- 
tions and, not infrequently, the 
employment of additional labor. 

Under the NRA, then, with a required advance in the 
wages of manual packers there should be an increased 
economy from using packaging machinery—an econ- 
omy which will enable the manufacturer to meet his 
package production costs and still maintain a reason- 
able balance of profit without demanding a higher price 
for his packaged product. 

So far as we can learn there has been no attempt on 
the part of the NRA to deprecate or minimize the use of 
machinery when it is properly applied and used to a 
point of efficiency which permits an adequate and fair 
employment of labor. 





KKK KKa KKK KhKa KK 


S we go to press, we close the books, so to speak, 

on the work of the judges of the 1933 All-Amer- 

ica Twelve—a conscientious task, thoroughly and well 

done. It is no simple job to select, with fairness and 

impartiality, twelve packages from almost nine hundred 
entries—over fifteen hundred packages. 

It was a privilege indeed to “‘listen in’”’ on the delibera- 
tions of the committee, to hear the various comments— 
commendatory and critical—and to note the conclu- 
sions which preceded the selection of each winning 
package. Truly, an education in packaging, and one 
which we wish every reader might have been privileged 
to attend! 

To each of the judges, our many thanks—and this 
gratitude, we know, is shared by all who are seeking the 
ultimate in package performance and function. 


KRG. Rusher. 
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ECONOMY GROCERY STORES 


393 D Street 


PERMANENT PackaGING ExH1eIT 
MODERN PACKAGING 

425 FourtH AvEeNUE 

New York, Ne Yo 


We USE & CONSICERABLE QUANTITY OF LABELS ANDO CARTONS EACH YEAR «= 
WELL OVER TWOMILLION, | SHOULO ESTIMATEs 


REING VERY MUCH INTFRESTED IN THE PROBLEM OF KEEPING OUR PACKAGES 
up To DATE, | AM MAKING A SPECIAL TRIP TO New YORK TO SEE YOUR 
PACKAGING EXHIGIT AND TO HAVE AN OPPORTUNITY TO SIT DOWN WITH 
ONE OF THE MEN IN YOUR ORGANIZATION» WHO WOULD BE MOST FAMILEAR 
WITH THE PROBLEMS IN CONNECTION WITH FOOC PACKAGINGs 


1 WILL ARRANGE TO COMMUNICATE WITH YOUR OFFICE BY TELEPHONE SOME~ 
TIME ON FRICAY AND AT THAT TIME, | HOPE YOU WILL BE ABLE TO AR~ 
RANGE A DEFINITE APPOINTMENT BETWEEN THIS MAN IN YOUR ORGANIZATION 
WHOM YOU SELECT AND MYSELFe 


AN ANSWER TO THIS LETTER WILL NOT BE NECESSARY INASMUCH AS | WILL 
Be IN New YORK BEFORE AN ANSWER COULD POSSIBLY REACH MEe 


P. S. | HOPE THAT THE BAG EXHIEIT WILL STILL BE UP ON FRIDAY, 
INASMUCH AS WE ARE PARTICULARLY INTERESTED IN THE PACKAGING OF 
BULK PRODUCTS IN TRANSPARENT CONTAINERS AT THIS TIMEs 


a4 & 


CORPORATION 
BOSTON, MASSACHUSETTS 


Oecember 13, 1933 


VERY TRULY YOURS, 


ECONOMY GROCERY STORES CORPORATION 


Khai 


H. 0. SHAIN 











Give us the manufacturer’s name and 
address who makes an attractive cookie jar, 
but yet inexpensive, that we could use as a 
special to our trade to create some cookie 
business...... 


STAUDT’S BAKERY 


We are interested in the bottling of Ink 
for commercial uses and are anxious to ob- 
tain quotations and samples of Pouring 
Stoppers for 32-0z. and 16-oz. bottles...... 


CALLARD & CO., LTD. 


Kindly let us know as soon as possible the 
manufacturers of Valentine candy-heart 


EAGLE NUT PRODUCTS, INC. 


Iam sending you today a dummy of a 
box which has been designed for one of our 
customers. The specifications are as fol- 
lows: Box is 7 x 9 x 4%. Cellophane 
window is the same size as dummy (light 
weight Cellophane can be used for the win- 
dow). Stock to be about 18 pt. Ivory Pat- 
ent Coated one side. We would greatly 


appreciate a wire collect, referring us to a 
manufacturer who could handle such a box 
for us, and as close to Rochester, N. Y., as 
possible...... 


THE LEO HART COMPANY 


We are desirous of purchasing a small 
paper box, about 2” x 414”, with a Cello- 
phane window. Therefore, we would ap- 
preciate having you give us the name of 
some manufacturer who could make this for 
us at an economical price...... 


THE HEGER PRODUCTS Co. 


We are sending you a sample box which 
we wish to purchase in quantities of from 
five to ten thousand...... 


KOCH CABLE CORP. 


We use a considerable quantity of alu- 
minum bottle caps, with standard G.C.A. 
threads, and as subscribers to your magazine 
we are taking the liberty of inquiring if you 
could give us the names of manufacturers 


of ‘“‘tamper-proof” closures. ...our interest 
would be limited to a type of auxiliary clo- 
sure, which would not permit the removal 
of the screw cap without first destroying the 
outer protective covering...... 


THE BAYER CO., INC. 


Give us the names of the best sources of 
supply for price tags, similar to the one en- 
closed. The job which we enclose is too 
sloppy. We want to improve on this very 


much indeed...... 
LOUISE ROGERS, INC. 
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HERE AND THERE 


(Continued from page 47) anouncements of the award 
may be obtained from the Wolf Award Administra- 
tion, Room 1605, 232 Madison Ave., New York, or 
from John G. Goetz, managing director, American 
Management Association, 20 Vesey St., New York. 


National Container Association is now located at 
205 West Wacker Drive (Room 1611), Chicago, IIL., 
instead of 608 South Dearborn St., as formerly. 


W. W. Pickard, deputy administrator of the Na- 
tional Recovery Administration, has advised members 
of the set-up paper box manufacturing industry that 
their code has been approved by the President and is 
effective as of Jan. 1, 1934. 


Competitive entries of variety store packages were 
to be exhibited Jan. 4-6 at the Hotel Pennsylvania, 
New York, under the sponsorship of Syndicate Store 
Merchandiser. The purpose of the contest was to de- 
termine the best ten-cent package sold in variety stores, 
on the basis of sales value, utility, cost of production 
and general appearance. Judges of the contest were 
F. C. Kendall, editor of Advertising Arts; W. L. Long- 
year, Pratt Institute, and Helen Dryden, designer. 


Robert Gaylord, Inc., St. Louis, Mo., has moved its 
general offices from the former location at 2817 South 
llth St. to a new site directly opposite, 2820 South 
llth St. The building contains 15,000 sq. ft. of floor 
area and is three stories in height. The first story is 
devoted to the general reception room, traffic depart- 
ment, designing department and general office records. 
The second floor is occupied by the sales and purchasing 
departments. The third floor houses the general 
executive and accounting departments. 

Robert Gaylord, Inc., manufactures corrugated and 
solid fibre shipping cases and in addition to the principal 
factory in St. Louis, operates plants in Dallas, New 
Orleans, Houston, Atlanta, Tampa and Bogalusa, La. 
Distribution is nation-wide. 


Chase Brass & Copper Company, Inc., has an- 
nounced that the container and closure business of 
the Consolidated Safety Pin Company will be oper- 
ated as a separate division of the Chase Brass & 
Copper Company, Inc., and the production of these 
products transferred to the Waterbury factory. 
The change is effective Jan. 1, 1934, and applies only 
to containers and closures. The Consolidated Safety 
Pin Company will continue to manufacture and sell 
its pins as before. 

The new set-up has been arranged because of the 
increasing use of metal containers and closures. 
Through the change, the large manufacturing facili- 
ties of the Chase factory at Waterbury are made avail- 
able. This is one of the most modern brass cutting- 
up plants in the country, and enables the new con- 
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tainer and closure division to manufacture practically 
any type of metal container or closure. Expert 
Chase designers will be at the service of manufac- 
turers, to redesign or to suggest new containers and 
closures. 

There will be no change in personnel. A. I. Quack- 
enbush, who has been responsible for the sale of con- 
tainers and closures of the Consolidated Safety Pin 
Company, will be in charge of sales of the new Chase 
Container and Closure Division. New York offices 
and exhibition rooms will be at 200 Fifth Avenue. 


George Switzer, New York designer, announces the 
appointment of Barry Stephens as his special repre- 
sentative to advertising agencies, and Charles 
Stephens, authority on retail market development, as 
representative to manufacturers on product design 
and merchandising. The Stephens brothers are in 
the Chanin Building. 


The National Wine & Liquor Show and Convention 
will be held at the Hotel Sherman, Chicago, March 5-9. 
A competition to determine the most attractive pack- 
ages in this field has been announced. 





To improve the package without causing the manufacturer to scrap 

a large quantity of bottles which he had in stock, label was rede- 

signed in bold style and varnished. Design by Furman-Gold 
Company for Blair Chemical Company 

















XS ON AOAL JE. 2 as 





ally 
pert 
fac- 
and 


ick- 

on- 

Pin T 

Jase f > eS Ah HIS gives you an idea of 

ices A MEE WW SP the wide variety of products packaged 
oe : : by our machines—and the resourceful- 





ness of our organization. No matter what 


the CS ae \ . your packaging problem may be, bring it 
re- $s ‘ : 

, ‘ A to us. We can render valuable assistance 
1€S , ‘ . 4. Be “3 . 

ris ZA eS, — in improving the sales appeal of your 


ign A VSN package, in lowering costs, or in packag- 
Y Sp) oN Ce ing a new product to the best advantage. 


™ In dealing with the Package Machinery 

Company you will find a sympathetic 
on f SOT «af ‘ understanding of your merchandising 
-9.  . WM & Zz Jo rf hay? & problems as related to the package— 
k- we yh he J ff wide experience has taught us how to 


create packages that sell. 
Get in touch with our nearest office. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 
New York Chicago Cleveland Los Angeles 
Peterborough, England: Baker. Perkins, Ltd. 





T, 


y 
i 
6% 


PACKAGE M RY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 


p CGY 


ee 





JANUARY, 1934 63 











MOLDING COMPOUNDS 
FOR LIQUOR CLOSURES 


(Continued from page 46) physical properties required 
of the caps made from the compound. 

It would be entirely possible to have a molding ma- 
terial unaffected by the chemical action of the liquor 
and yet unsatisfactory for other reasons. The bottler 
who buys molded caps should be sure that they are 
made from a compound which will stand up in service, 
without chipping or cracking. The finish must be per- 
manent so that the cap does not lose the polish or 
other surface that has been givea it in manufacture. 
The material must mold accurately, so that each cap 
is precisely as designed and exactly like all other caps 
of that design. 

It is also necessary that a molding compound be 
able to take embossed designs such as trade marks, or 
allow of ribs or flutings in order that the designer may 
have free play in developing a harmonious design with 
good attention value. 

Fortunately, all these things are readily accomplished 
with the molding compounds supplied as standard for 
the manufacture of liquor bottle caps. The bottler of 
liquors is entirely safe in planning to use molded caps 
for his packages and can be confident that such diffi- 
culties as have occurred, being entirely due to haste and 
oversight, and will not occur if reasonable care is exer- 
cised in the selection of materials and the manufacture 
of the caps. 


THE BUSINESS OF PACKAGING—1 


(Continued from page 33) crackers of different 
dimensions such as the 2-Ib. Premium Flakes caddy or 
the 5-cent package of Uneeda Graham Crackers. This 
range of sizes and other data relating to the machine 
are given in Table 2. 

The Battle Creek Wrapping Machine Company, 
Battle Creek, Mich., also makes a comprehensive line of 
slicers and wrappers. The latest machine made by 
this company will, it is claimed, slice and wrap from 
3000 to 3600 loaves per hour and is adjustable for a 
variety of different sizes. The specifications for this 
machine are given in Table 3. 

These examples will give an idea of what is available 
on the market and their possibilities. The list is by 
no means intended to be complete and those makes of 
machines which have been mentioned have been se- 
lected without any prejudice to others that have not 
been named. 

An entirely different type of wrapping machine is 
made by the Ivers-Lee Company of Newark, N. J., 
more or less exclusively for the drug trade. This is 
known as the Sanitape packing machine and makes up 
sanitary packages of tablets from waxed paper sealed 
with paraffine wax. Each tablet is sealed in an indi- 
vidual compartment, and the whole package is in the 
form of a tape folded up and placed in a container of 
some kind, usually a box. When a tablet is used it is 
torn off from the long tape-like packing without dis- 
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turbing the rest. Listerine Throat Tablets are done 
up in this way, among others. The function of the 
machine is to place the tablets in the sealed compart- 
ments and make them up ready for the trade. They 
operate at a rate of 100,000 tablets in 9 hours. Ob- 
viously this type of package has advantages both from 
the merchandising standpoint and from the standpoint 
of sending out samples in envelopes, etc. Four sizes of 
machines are made for different sizes of tablets as shown 
in Table 4. 

Another interesting type of special wrapping ma- 
chine is that which wraps and bands cigars. The 
cigars are wrapped automatically from a roll of trans- 
parent cellulose and banded with the wrapper ends 
properly bent over and sealed by heat. A machine of 
this type made by Arthur Colton Company, Detroit, for 
example, wraps and bands 65 cigars per minute, requires 
only */, hp. and a floor space of but 58 in. x 20 in. 

The machine tying of bundles and packages has been 
developed to a point that it cannot be overlooked by the 
manufacturer of a product where such an operation is 
to be performed. These include a wide variety of in- 
dustrial plants such as printers, lithographers, folding 
and set-up box makers, manufacturing confectioners, 
biscuit companies, bakers and many others with 
packaging problems of various descriptions. There are 
machines for tying the necks of transparent cellulose 
bags and for cross-tying bundles in laundries and large 
textile mills where they have sheets, pillow cases, bolts 
of cloth, etc., which must be tied up. Such machines 
are very flexible, or may be so. The B. H. Bunn Com- 
pany, Chicago, makes one which will tie anything be- 
tween a small collar box and a bundle of family wash 
without any adjustment. It will also place a double 
wrap of string one way around without adjustments. 

The National Candy Company has installed Bunn 
package tying machines in its Chicago plant with re- 
sults which are worth describing because they constitute 
an excellent example of the value of this type of pack- 
aging machinery. In the first place they have reduced 
tying costs by about 51 per cent as compared with hand 
tying. The machines are portable so that they can be 
moved from place to place. The way they are used 
at this plant is about as follows: The girls tie their own 
packed boxes, taking the packed boxes from a table, 
placing them in the tying machine and then placing 
them on the truck which takes them to the shipping 
department. The average number of boxes which a 
girl could tie by hand was 150 in half an hour and 600 
with the machine. It has been calculated that these 
machines here pay an annual return on the investment 
of about 88 per cent. 

The National Bundle Tyer Company of Blissfield, 
Mich., is among the other manufacturers of this type 
of machine. Its machines will tie bundles of any shape 
and they have a model for tying bunches of vegetables, 
among many others. 

Some reference is of course called for to wire stitching 
machines so widely used, and made by several manufac- 
turers. They are great labor savers and applied in the 
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found in waxed glassine. The special paper 


ma ERE is an old favorite in a really new 
used in Post Toasties is one of a hundred and 


package—the Post Toasties cut-out car- 
ton. There is novelty appeal outside thirty packaging papers made in the Riegel 
Mills. Whatever your problem may be—visi- 


Is and taste-appeal within. Post Toasties’ appe- 

S tizing flavor, enhanced by crispy freshness, bility, protection or economy—you should find 

0 retains its full value in every season, climate among them a paper to meet your need. 

e ‘ P P ’ 

; or locality. Sealed in an inner bag of Riegel's Secure a copy of our packaging portfolio. It 
Waxed Glassine. moisture and humidity are contains liberal samples and technical data of 


value to agency, designer or consumer. A brief 
line, or your card attached to this insert, will 


bring it promptly. 


definitely excluded. 


, 
‘ No other liner used in cereal packages today 
affords the high degree of moisture protection 


RIEGEL PAPER CORPORATION 


342 MADISON AVENUE, NEW YORK 
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making of many kinds of packages for different prod- 
ucts. For instance, they are used for sealing trans- 
parent envelopes filled with potato chips, peanuts and 
similar packages. Other kinds of packages containing 
cakes, pies, and doughnuts, for instance, are closed 
economically in this way. Cards and labels are also 
attached to packages of some kinds in this way. The 
Bates Mfg. Co., Orange, N. J., and the Bostitch Sales 
Co., East Greenwich, R. I., are among the makers of 
this type of machine. 
(To be continued) 


FROM WORK-BASKET TO HAND BAG 


(Continued from page 43) cupboard so long that the 
salesman did not have a chance to get a repeat order. 

Among the manifold uses to which Fabric Patch-It 
Paste was put, one seemed to be of major importance, 
i.e., as a means of stopping runs in stockings—espe- 
cially in ladies’ silk stockings. It was readily demon- 
strated that a tiny drop of the paste, put at the ends of 
run, would effectively prevent it from going further. 
Here was a real use and one in which over 60 per cent 
of all the women of the nation were interested. 

From this homespun beginning, Run-R-Stop was 
evolved. The stopping of runs seemed to be the one 
use for the material that survived, and represented a 
real and unsatisfied need. It appealed to two prime 
requirements: (1) It stopped runs before they got 
going places, and (2) it relieved life of one of its em- 
barrassing moments. Each day a woman runs the 
gamut of the dangers that lurk in the rough run of a 
chair, the edge of the subway step, thorns and briers, 
and the countless impediments on which she can bark 
her shin, or knee or ankle. When she gets up from a 
chair quickly or when she is putting on a pair of stock- 
ings before going out, one of her dreads is, ‘I wonder if 
I will get a run in my stocking.’”’ She does not need to 
be told, ‘Susan, you have a run in your stocking.” 
She probably realizes it and is plenty embarrassed be- 
cause of it. 

As a consequence, a woman will try to moisten the 
stocking at the first sign of a run in the vain hope that 
it will stop it for a while. Or she will put nail enamel 
on it, if it is handy, probably realizing that in so doing 
she may injure the silk, stain the stocking or stiffen it in 
awkward fashion. So when we talk about stopping 
runs, we are talking every woman’s language. 

The first step in changing the Fabric Patch-It Paste 
tube was simply to change the name to Run-R-Stop. 
This tube also carried the old name as a tie-up with the 
old product. This putting of a new label on the old 
package, merely accentuated its use as a run-stop. 
The next step was to cut down on the size of the tube. 
From 7/;-in. diameter by 4'/, in. long, it was reduced to 
1/,-in. diameter by 2°/, in. and with the design kept the 
same. 

This small tube had its drawbacks. To be 100 per 
cent effective, Run-R-Stop must be instantly available 
when wanted, and this means that the tube must be of 
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such size and appearance that it will be carried along 
in a hand bag like lip-stick or rouge. Obviously, if a 
collapsible metal tube is carried in a pocket-book it 
will become unsightly from contact with the vanity, 
compact, cigarette lighter, etc., and soon become 
dented and misshapen. Or worse than that, it may be 
punctured by nail file or pins and leak some of the 
contents into the pocket-book. 

This requirement of course points to the necessity for 
a protective container for the collapsible tube. Inci- 
dentally nothing has been found superior to a collaps- 
ible tube to contain the Run-R-Stop material. This 
semi-liquid is composed of imported gums mixed with 
a highly volatile solvent. This makes it possible for a 
tiny drop of Run-R-Stop, used to stop a run, to dry in 
just a moment after it has been applied. 

The length of the tube was therefore cut down again, 
and the tube itself re-designed to meet the require- 
ments of the carrying case. The use of the name 
Fabric Patch-It Paste did not do any good at this 
stage for the reason that to a woman, thinking about 
stopping a run in her stocking, the name Fabric Patch- 
It Paste conjured up a vision of a clumsy, ugly patch 
of some sort, or a smear of paste. This misleading 
name therefore was dropped, for the reason that Run- 
R-Stop does its work without staining or stiffening the 
stocking. 

The protective container or carrying case has been 
molded of plastics: black Bakelite body and white 
Plaskon cap, of simple design as illustrated. The mold- 
ing is done by American Record Corporation; Peerless 
Tube Company manufactures the collapsible tubes. 
The ensemble is smart in its eye appeal and fits into the 
current vogue of color. The design places it in the 
same category as novelty jewelry and makes it salable 
on cosmetic counters along with compacts, lip-stick or 
other toiletries. Cost has been kept down and by 
means of quantity production, it is offered through 
drug stores, department stores, beauty shops and chain 
stores at a nominal price. 

This modern package has, as one buyer of cosmetics 
for a large store remarked, ‘‘taken the stocking run out 
of the work-basket and put it on the boudoir table and 
in the hand bag, where it belongs.” 


STYLE AND PRICE APPEAL 
FOR SHORTENING 


(Continued from page 41) shortening cartons to prevent 
grease spots and leakage through the cartons. But 
some progress has been made in manufacturing cartons 
with a paraffin coating inside to give added precautions 
against grease spots. The paraffin treated cartons do 
not do away with the parchment liner. But where 
these linings do leak a bit at the corners, the paraffin 
treated carton prevents the leakage from seeping through 
to show a grease spot on the package. A grease soaked 
carton is naturally unattractive and, hence, unsalable. 

The problem that is of more concern to shortening 
packers at this time is some standardization of units. 
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HECK CAINS 


WITH HARMONIZED COLORS 


HARMONY IN COLOR AS 
IMPORTANT AS HARMONY 
IN ZONE 


ACH voice, each note, each tone 
must be perfect—must harmo- 
nize. Heekin colors harmonize— 
they fuse together in brilliant hues 
or gentle tones of milder tints. 
Heekin makes its own rich, lasting 
colors and blends them...then sees 
them through the stages of precis- 
ion, register, and workmanship on 
the huge lithograph presses. Heekin 
specializes in quality—not merely 
in colors on metal—and in econ- 
omy for you. THE HEEKIN CAN 
CO., CINCINNATI, O. 
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The industry has come to the conclusion that there have 
been too many different size units, causing extra ex- 
pense and confusion. As a result, some headway to- 
ward standardization has been made. A short time 
ago, shortening was packed in l1-, 2-, 3-, 4-, 5-, 6-, 
8-, 16-, 45-, 50-, 100- and 110-lb. tins and in 25- and 50- 
Ib. tubs. 

Today, the cartons and tins are 1, 2, 3, 4, and 8 pounds 
for family consumption. Effort is being made to 
eliminate the 2- and 3-lb. cartons, and the 2- and the 
16-Ib. cans, and to pack in multiples of 24, as 1, 2, 4, 6, 
8, 24, 48, and 96. The 48-lb. tin to take the place of 
the 45- and 50-Ib. units, and the 96- to replace the 100- 
and the 110-Ib. units. 

A survey of leading shortening packers reveals that 
most packaging, both in tin and cartons, is done by 
machinery in all units up to 8 Ibs.; and most packaging 
in containers of larger than 8 Ibs. capacity is done by 
hand, using a drawing cock to fill containers stationed 
on scales. Most of the packaging machinery for the 
smaller units is interchangeable as to size units and 
types of packages, making it possible to use both tin 
and cardboard containers. 

The typical refinery handles shortening packaging by 
having the tins or cartons placed on a continuous belt 
conveyor that runs beneath an automatic drawing 


cock that fills the unit to the exact weight; checking 
sales for frequent test weights are at hand. The 
shortening units continue on a belt where the cartons 
or tins are sealed, some by hand and some automati- 
cally, and are placed by hand into shipping cases. Of 
course, this routine varies with the different plants, 
but is fairly representative. The shipping cases are 
generally sealed automatically and transferred to con- 
veyors or warehouse trucks that convey the cases to 
storage. 

The developments in shortening packaging has also 
brought about radical changes in designs and advertis- 
ing themes. Packers have realized the importance of 
designing packages for appearance as well as utility; 
and now that even the cheaper lines of shortening that 
formerly sold in bulk on price appeal are dressed up in 
smart packages, the added appeal of style has been 


made possible. 


And even the commercial users of shortening, such as 
bakers, have turned to the smaller packaged units of 
shortening in many instances. Retail bakers with a 
limited volume in many instances have turned to buy- 
ing shortening in 1-, 2-, 3- and 8-lb. cartons rather than 
buying in barrel or 50-lb. tins. There is little difference 
in price, the only difference being the re-sale value of 
barrels, etc., and none for the cartons. But fresh mer- 





MT THE “VARI-VISCO” FILLING MACHINE 





for mayonnaise, salad dressing, mus- 
tard, lard, apple butter, jelly, honey, 


syrup and similar products. 


Instant change or adjustment for different size pack- 
ages. You turn a handwheel and an indicator moves 
on a gauge. Immediately you have the machine set 
for the right amount—for instance, from a quart to 8 
oz., from a quarter pint to 22 oz. No cams, no gears, 
no pistons to set. Nothing as simple or as convenient 
was ever built. 


It is the famous Kiefer Visco re-designed to meet 
today’s demand for faster, simpler, more productive 
equipment . . . still retaining the fine accuracy of 
measure, the cleanliness of fill for which the Visco has 
been unequalled for years. 


Write us about your requirements and let us 
tell you what this machine will do in your plant. 





| The Karl Kiefer Machine Company 


Cincinnati, Ohio 
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chandise is had in the smaller quantities—and the small 
baker’s mixes usually call for shortening proportions in 
1-, 2-, 3- or 8-lb. lots. In this way, it is a convenient 
practice to select the right units without further weigh- 
ing or scaling, a convenience that makes packaging a 
sales factor for both the domestic and the commercial 
shortening trade. 


PACKAGE IDENTIFICATION 
AND PROTECTION 


(Continued from page 38) Should worst come to worst, 
the die-hards will advance their dwarf packages to 15, 
20, or 25 cents rather than abandon the outlets which 
they have found valuable not only for ‘“‘introductory”’ 
operations but likewise as channels catering to chronic 
hand-to-mouth buyers. The same price logic is being 
applied in the case of small packages of food specialties, 
etc., designed for retail distribution via the automatic 
merchandisers, so called, or coin-operated, vending 
machines. 

Speaking of the smaller packages, the observers of 
the march of packaging tell us that one heritage which 
1934 will receive from the experiences of 1933 is a 
strong slant in the direction of the ‘‘fitted’’ consolidating 
container. Here, if you please, is a by-product of the 
tide of ‘“‘combination packaging”’ which is yet running 
strong and invading new commodity precincts. At 
the earlier stages, the means of “‘bundling’’ the asso- 
ciated items of a combination received, in many in- 
stances, scant attention. The units, being individually 
packaged, it was deemed sufficient, say, to simply tie 
them together with twine or paper tape or fit the 
separate packages into a catch-all carton. 

This happy-go-lucky technique is passing, with the 
turn of the year, in favor of a technique that employs 
a consolidating carton fitted with mortised cardboard 
trays or otherwise equipped to afford a “‘nest’’ for each 
inhabitant. In sheer showmanship the effect of the 
““fitted’”’ assortment carryall is probably worth all it 
costs. But, in the case of glass-packed articles there 
is the further consideration that the new-fangled 
scheme of separation provides cushion protection 
which reduces the risks of breakage. Incidentally, it 
is argued that the provision of a layout having a niche 
for each subsidiary package tends to persuade the 
average consumer to retain in use the consolidating 
container (with its identifying and advertising mes- 
sages) instead of breaking up the assemblage as with 
a flimsy, throw-away omnibus container. 


NE phase of packaging which 1934 brings to the 

brink of transformation is that encompassed in 
inclusive packaging of premiums. To begin with, let 
it be acknowledged that the whole status of premiums 
in packaging may be due for realignment. Thanks to 
the prejudice against ‘‘free gifts’? in merchandising 
which has been adroitly brought to a head, by the 
anti-premium crowd, incident to the evolution of 
NRA Codes. The first reports of the premium massacre 








F your package actually does this at the 
point of sale, it will hurdle most of the 
resistance when closing the sale hangs in 
the balance. 
Consult with our package experts about 


your product and let them get behind a con- 


tainer or package which fits the exacting 
selling needs cf today. 

Try us on that one where others have 
not clicked. We will submit suggestions. 


LOWELL, MASSACHUSETTS, U.S.A. 


JANUARY, 1934 
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WE DO OUR PART 








On a fast-moving prodaction line the Steel- 
strap operator can easily keep ahead with 
the modern Acme System. 


LICKED 
THIS CASE” 


Doc. Stechstrafa 


Problem. To economi- 
cally package a heavy product 
= a fast moving production 
ine. 


Treatment. | administer 
one Acme Steelstrap around 
the middle of each package 
making it “Bound to get there.’ 


Result. One of the finest, 
healthiest, shipping packages 
you ever saw. 


With Acme Steelstrap, any 
kind of shipping case, wood or 
fibre, is “Bound to get there.” 
The job is done quickly and 
economically with the Acme Plibvice pack 5 ‘iii 

. tort cRages are heavy. cme eel- 
Strapping System. Steelstrap strap system oo safe po a econ at a 
is used right from the coil—not cost that experts estimate is lower than any 
an inch of waste. other of equal efficiency. 
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Perhaps | Acme Steelstrap treatment can cut your packaging costs, 
and make for more efficient handling of shipments in your plant. 


Write your name on this page and mail to my clinic.. I'll send My 
STRAP-BOOK, showing proved prescriptions that slenderize over- 
heavy shipping costs . . . and build up packages with weak constitutions. 


This valuable information is yours for the asking—without obligation. 
Send for it now. 
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were grossly exaggerated. For example, there is no 
intent to ban, as tainted with “commercial bribery,” 
the use of advertising specialties or advertising novel- 
ties or the distribution in packages of inexpensive 
measuring devices, serving adjuncts, and accessories. 
All the same, there is in the air at Washington a spirit 
of disapproval for the use as a premium of anything of 
intrinsic value, inclusion of which at an upset figure is 
tantamount to a disguised price cut. Whether the 
flight from premiums will be general remains to be 
seen. And it may be bound up with the question of the 
permanency of the NRA. For the time being, though, 
the effect is to impart a chill to hitch-hiking of packages 
by premiums. For instance, the packing of pieces of 
china, etc., within cartons of breakfast cereals. So 
much for the NRA angle. 

An even more sensational challenge to inclusive 
packaging of prizes, premiums, etc., has just been dis- 
covered in another strata of the New Deal. Tucked 
away in the battered Tugwell Bill for revision and 
extension of the Food and Drug Act, is a plot to put 
an end to melting-pot packaging, as it applies to food- 
stuffs. And here is a reformers’ gesture that is worth 
watching, even if we take it for granted that the 
Tugwell Bill can never get through Congress in any- 
thing like its original form. The point is that once 
bureaucracy at Washington has buried its teeth in an 
ideal, it never seems to let go. As witness the peren- 
nial Truth-In-Packaging resurrection. And bureau- 
cracy has set its heart on outlawing the packing of 
prizes in contact with edible substances. 

What has set the Federal food censors by the ears is 
their failure to convince a U. S. Court that the inclu- 
sion of a coin in a package of candy was a violation 
of the Food and Drugs Act. So they have rounded up 
candy packages in which they claim that lead from 
included trinkets has been deposited on the candy to 
the peril of the consumer’s health. As part of the 
propaganda for the Tugwell Bill there have been col- 
lected ‘‘exhibits’ supposed to show that candy pack- 
ages containing ‘‘prizes’’ may bring injury to the 
teeth of children and that the deposits from the trea- 
sures buried in the confectionery may be aspirated into 
a child’s throat or bronchial tubes. 

What irks the friends of packaging is that the regu- 
latory arm, in an endeavor to correct a situation that 
exists in one section of a single industry, should project 
a new principle of package censorship that, if radically 
administered, might be capable of embarrassing all 
packagers who insert supplementary articles into the 
main body of a package. It smacks of that meddling 
with the details of packaging which is otherwise illus- 
trated by the current publicity attack by the Depart- 
ment upon a glass-packed concoction of ‘“‘Chicken and 
Rice’’ because, according to the Federal critics, 9 per 
cent of chicken meat is displayed in the package to 
look more than that fraction of the total. Similarly 
this new cult is on all fours with the quibble over the 
“Derby Chicken” package by reason of an arrange- 
ment of contents that allegedly has the effect of veneer- 














ing the pack with white meat wherever visible through 
the glass sides of the package. 

Conservatives in the packaging industries who think 
that Uncle Sam may go entirely too fast and too far 
in the craze for package censorship are grumbling that 
the simple and obvious way to correct any ills due to 
contacts with foreign subjects in packaging would be 
exact separation of affinities. They say that if lead 
trinkets, nestling in bulk candies, are a menace, the 
easy means of escape is a requirement that the inetal 
knick-knacks be individually wrapped in protective 
paper before enclosure with the goods. Rather than 
to impose a sweeping ban on prize-plus packages. In 
the same vein, the lovers of liberty in packaging resent 
the suggestion that Federal administrators should be 
clothed with autocratic powers in respect to the use 
of colors in packaging merely because the official 
purists have a grudge against plain noodles packed in 
yellow wrappers with the possible effect, if not the 
intent, of making them look like egg noodles. 


Miu the year 1934 see the acquisition by the 
“‘price-mark’”’ of a permanent place in the 
package sun? Here, if you are studying trends and 
the play of external influences upon packaging, is quite 
the most tempting invitation to conjecture. If it be- 
comes the universal or general practice to placard the 
retail price or list price of a package as an integral part 
of the package lay-out a new calculation will enter into 
the strategy of packaging merchandising. More than 
that, the addition of a price legend would, in many 
instances, necessitate a revision of package design. 

All this is said with full knowledge that many pack- 
ages, in various lines, already carry a price notation 
in the package copy. But more packages in the sum 
total are price shy. Some of them studiously so. And 
thereby hangs a tale. Packers of familiar, advertised 
standard articles have been under strong persuasion, 
in recent years, to omit price inscriptions from the 
packages. All because of the price competitive situa- 
tion which has sharpened steadily since the chain store 
interests developed their technique of ‘‘bargain’’ bait 
as a means of coaxing customers to the stores. Many 
packers would have preferred, all the while, to post 
price alongside brand or trade name on the package. 
But when they saw that price-publicity-on-the-package 
was but an invitation to price cutters they removed the 
announcements of list or “‘recommended’’ prices. 

Two influences in the political-social revolution are 
at work to put packers’ prices back on the packages. 
The first of these persuasives is the denunciation in 
the NRA retail codes of “loss leaders’’—the mandate 
that no retailer shall sell merchandise below the amount 
such merchandise costs him from the wholesaler or 
manufacturer nor without an allowance for actual 
wages of store labor. The second push for a price 
imprint on the package comes from the scheme, now 
afoot, to hitch to the NRA program the entire plan of 
price maintenance which has been awaiting the O. K. 
of Congress for twenty years or more. Convinced 








Check These Advantages 
Against Your Present 
Container 


LUSTEROID containers are lighter than con- 
tainers of equal size made of other ‘‘usual’’? ma- 
terials, thus providing definite reductions in ship- 
ping and packing costs. 

LUSTEROID containers provide complete free- 
dom from breakage with resultant reduction in 
packing, wrapping, shipping and exchange costs. 


LUSTEROID containers are odorless, leak-proof 


and odor-proof. 


LUSTEROID containers (vials, jars or tubes) 
with plastic or metal screw caps or corks may be 
had in any shape or size, in their natural tone, 
colorless as glass or in any desired color with trans- 
parent or opaque finish. Your own design or trade 
mark may be processed as an integral part of 
the container. Samples suitable for packaging 
your product will be gladly sent upon request. 
Write to: 


LUSTEROID 


CONTAINER COMPANY, INC. 


Formerly Lusteroid Division of The Sillcocks-Miller Company 
10 PARKER AVENUE, WEST 
SOUTH ORANGE NEW JERSEY 
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ecure! 


against breakage— 
against pilferage— 
thanks to Bostitch 


The new Heather Cosmetic Eye Brow 
Pencil, like dozens of other syndicated 
store items, must be attached to a card 
to assure good display and to insure 
against pilferage and breakage. Bostitch, 
the modern method of fastening, is the 
most logical, economical and speedy means 
of permanently securing these sales ad- 
vantages. Add to the low initial cost of 
Bostitch Staplers their continued low 
operating cost and you discover an addi- 
tional reason why hundreds of manufac- 
turers have turned in the last year to the 
use of Bostitch Staplers. 


Mail coupon for full information—if possi- 
ble send a sample of your present package 
so we may show, on your own product, how 
Bostitch can help solve your fastening 
problems. 


Bostircu Saves Company 


East Greenwich, R. I. 


Please send descriptive folders on Bostitch fastening and 
merchandising methods. 


Name 
Address 
City State____ 
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that not only is the opportunity here but that the 
occasion is peculiarly pat, Representative Kelly 
(veteran sponsor of the Kelly-Capper Bill) has sub- 
mitted a contract to the officials and is sanguine that 
every detail of the Capper-Kelly ‘‘Fair Trade Agree- 
ment’”’ will be approved under the NRA. 

To be able to, in safety and good faith, announce a 
standard price on the package, may mean more to 
packers than they have suspected. It is an open 
secret that the great body of independent merchants 
throughout the country and the rank and file of direct 
sellers or house-to-house canvassers have long been 
impatient for conditions that would allow price-posting 
at the source. They have reluctantly conceded the 
wisdom of not playing into the hands of the price 
cutters. But, at the same time, these small distribu- 
tors have felt the need of price evidence to justify their 
quotations to customers. Suspicions of customers 
have not rested with the belief that retailers have 
deliberately suppressed packers’ prices. In not a few 
instances retailers have been accused, in the absence 
of evidence on the package, of boosting prices above 
the level set by the manufacturer. Hence the confi- 
dence that an authoritative price announcement, in- 
corporated in the body of original package copy, will 
tend to stabilize distribution. And also, perhaps, to 
some extent smooth the path for repeat orders. With 
this last end in view, certain packers are just now con- 
sidering the wisdom of placarding on each package in 
a stepped or graduated line, not only the list-price of 
the instant size, but likewise the prices of smaller and 
larger sizes of the same specialty. The hope is to 
thereby raise the average of unit sales and at the same 
time incite supplementary sales of small sizes for 
emergency purposes. 


F package identification by ownership and origin 
is to become compulsory under Federal law, or 
via voluntary mutual agreement of packagers, what 
hand will Old Man Specific take in the elaboration of 
package copy? Here is another nut that may need 
cracking in 1934 as the forces of packaging adjust 
themselves to an official New Deal or an altered public 
consciousness. All that has been proposed to Congress, 
thus far, is that every package of food, drugs or cos- 
metics shall, of necessity, disclose the ‘‘name and place 
of business” of the manufacturer, packer, seller or dis- 
tributor. That leaves the details to be worked out by 
Federal Regulations or by the firms and individuals 
that sign the packages. The whole proposition is so 
new that many packagers have not yet analyzed its 
full import. But a second glance will convince any 
marketer that the summons of “‘Name, please—’’ puts 
upon the packager no mean responsibility for the de- 
cision as to how his personal or corporate and geo- 
graphical identity will be expressed. 
The agitation in Congress serves to draw attention 
to the disparities of policy among the packers in various 
lines who are already, of their own free will, supplying 
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the name and address of the maker or marketer. A 
survey of scores of representative packages has dis- 
closed the most insignificant proportion carrying street, 
box, or building addresses in the large cities. It has 
been suggested in justification of copy-economy that 
space is at a premium on the average package. Also, 
it calls to the vanity of a packer, as a prestige gesture, 
to mention his city only, thereby imputing a knowledge 
on the part of all residents of his place of business. 
Granting the above considerations, certain package 
architects hold that it is good strategy to enter on the 
package an address in sufficient detail to assure prompt 
transmission of a communication to its destination. 
Package planners who feel that this is a logical time 
to make inventory (against possible revisions) of pack- 
age place-names and packers’ surnames are inclined 
to challenge the multiple-address. As our readers 
know, it has been the custom of many large corpora- 
tions to list on every package the full roster of principal 
and branch factories or regional distributing centers. 
Critics concede that, for establishing contacts with new 
outlets or additional dealers, this key to distribution 
has its advantages. But they question whether it 
may not have counterbalancing disadvantages if ulti- 
mate consumers do not, in every instance, address the 
nearest ‘‘base’’ but pick their destinations at random, 
necessitating much rerouting or ‘‘referring’’ of mail. 


/ 


‘ [or alone from outside, press the forces that, in 

1934, will make for changes of habits and 
fashions in packaging. Within the packaging indus- 
tries influences no less potent have been called into 
action by the new ideals of ‘‘self-government of busi- 
ness.’ Whatever an individual member of the pack- 
aging community may think of the NRA code system, 
in general, he will probably be constrained to admit that 
this standardization device has been the means of 
precipitating a keener consciousness throughout the 
packaging industries with respect to ethics and “‘good 
form’ in trade practices. A study of the Codes for the 
packaging industries yields evidence aplenty of this 
sensitiveness and opens a vista of consequences in 
trade manners and morals. 

One impressive manifestation is the virtually unani- 
mous veto upon everything that smacks of commercial 
bribery or graft-in-selling. Typical of the sweep of 
this ban are the declarations in the code for the can 
manufacturers’ industry. On the one hand there is 
the stamp of “unfair” for the giving of money or any 
other form of gratuity or remuneration, directly or 
indirectly, to persons placing orders. On the other 
hand, there is a like stigma for the payment of rebates, 
refunds, commissions or unearned discounts, whether 
in the form of money or otherwise. Finally, thumbs 
are down on the extension to favored purchasers of 
special services not extended to all purchasers. 

In a field so highly competitive as packaging it is 
only natural for a participant to be curious as to what 
the other fellow is going to do. And to be equally 























SAMPLING 


with Dykem Packets 
the Short Cut to Bigger Sales 


Picture the reaction of a prospect receiving a 
sample that consists of several DYKEM 
PACKETS of your powder—each packet 

protecting the amount needed for a single use. 

DYKEM PACKETS are make of Cellophane 
to give visibility to the contents. They are 
moisture-proof, air-proof, and grease-proof, 

as well as sift-proof. 

Their size and shape permit them to be 
easily distributed, either in envelopes, in the 
wrappings of other packages, or loose. 

The entire operation of making the packet, 
filling and sealing, is done in our plant. All 
you need do is send us your product in bulk; 

we ship you the completed packets ready for 
distribution. 
Inquiries invited from producers of face- 
powders, pharmaceuticals, dyes, concentrated 
foods and other powder preparations. 


The DYKEM COMPANY 


2301 NORTH ELEVENTH STREET 
ST. LOUIS, MO. 
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THE NON-BREAKABLE 


HYGIENIC TUBE & CONTAINER CO. 


46 Avenue L Newark, N. J. 








CONTAINER 


Seamless . . . odorless . . . flexible. . . feather- 
weight . . . unaffected by climatic conditions ... 
practical and good-looking, Hycoloid weighs 80 
per cent less than glass and withstands the rough- 
est kind of usage. 

Possessing the visibility of glass, with far greater 
protective qualities, this modern container offers 
distinct advantages for packing powder, pellet or 
tablet products. 

Among its economical advantages consider the 
elimination of all labeling costs, because your label, 
in any design and in any colors, is processed on 
Hycoloid Containers. This label is permanent 
and of high lustre. 


Made with transparent or 

opaque finish, plain or in 

colors, and fitted with screw 

cap, molded, metal, or 

cork « losures. 
Feel free to consult our Special Designing Depart- 
ment concerning your packaging problems. We 
are eager to be of service. 
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anxious that rivals shall not guess his own future moves. 
Consequently there is a world of significance in the 
systematic effort, via code authority, to safeguard 
trade secrets. The working formula is seen in typical 
form in the code of the canning and packing machinery 
industry. Penalties under the code are risked by any 
member of the trade who secures, without consent, 
information which is ‘“‘properly guarded by an em- 
ployer as confidential within its organization.”’ 


FTER all, though, the one best promise for the 
furtherance of the cause of better packaging is 
to be found in what the code mechanism will do for the 
protection of package design and the means of package 
identification. If means are afforded for preserving 
the “‘intangible’’ property rights in package names and 
patterns without the necessity of going to law about it, 
a tremendous spur will have been applied to the spirit 
of originality in packaging. Not to mention the 
strengthened security for every investment in package 
“dress” and distinctive designation. 

A number of the codes in the packaging industries 
proscribe ‘‘piracy’’ in the broadest terms. Take, for 
example, the code of the paper food container and paper 
drinking cup industry. Here is set down as code 
violation any imitation of the trade mark, trade name 
or manufacturer’s copyrighted or stock designs used 
by a competitor. More than that, there is placed in 
bad odor any use of threats of suit for patent or trade 
mark infringement as a means of harassing or intimi- 
dating customers of a competitor. 

No less meaningful, as showing which way the pack- 
aging industries are headed, is a move by the canning 
and packing machinery industry. This group has 
gone on record, via code, as supporting the principle 
that deference to design priority must extend to 
“parts’’—that is to say, replacement and repair parts. 
The machinery manufacturers have agreed that so 
long as the maker of any trade marked machine or 
design continues to make the same and supply repair 
parts it shall be unfair for any other concern to supply 
parts for the pioneer designs without clearly indicating 
that the substitute parts were not made by the maker 
of the original. Perhaps the most cleancut declara- 
tion in behalf of package integrity is contained in the 
code of ethics and trade practices adopted by the 
fluted cup, pan liner and lace paper manufacturing 
industry. The ultimatum is ‘“The imitation of the 
package of a competitor results in the deception of 
buyer and consumer, is an invasion of the property 
rights of such competitor and is an unfair trade prac- 
tice.’ Incidentally, this same authority denounces as 
“discrimination in price’’ the furnishing without charge 
of drawings, plates, etc., for new or modified designs.”’ 
In other words, it is held to be ‘‘unfair’’ not to collect 
a compensating service charge for the paraphernalia 
necessary to fabricate a new or restyled package design, 
even though dies, electrotypes, etc., are the property 
of the manufacturer. 
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THE FOURTH OF A MODEL CARTON SERIES 


Earns attention 


The carton design is 
the work of 
ROBERT L. LEONARD 


It is printed on 
Ridgelo Clay Coated 
Folding Boxboard 


CLAY (COATED 
FOLDING BOXBOARD 


Ridgelo 


._ . Makes sales 


for a product 
packaged in this 
attractive manner 


© Robert L. Leonard, of New 


York, has designed this cosmetic 
carton to win feminine approval. 
A graceful, dignified pattern — 


it should succeed. 


® Such folding boxes with their 


delicate simplicity demand fine 
reproduction, and fine repro- 
duction means a high quality 
surface . . . . one reason why 
so many successful products are 


packaged in 


FOLDING BOXBOARD 


Made at RIDGEFIELD, N. J., by LOWE PAPER COMPANY 


Canadian Representative: W. P. Bennett & Son, Toronto 


Pacific Coast Representatives: Blake, Moffitt & Towne, Los Angeles 
and Zellerbach Paper Company, San Francisco 
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A CORRECTION 


N pages 32 and 33 of the December, 1933, issue of 

MODERN PACKAGING, in referring to the clo- 
sure on the new Fleischmann’s Gin bottle, it was 
stated that this is an aluminum screw cap. This is 
incorrect. The closure used is an aluminum pilfer- 
proof roll-on cap manufactured by the Aluminum 
Seal Company at New Kensington, Pa. Similar 
closures are also used on the Canada Dry Gin, Silver 
Wedding Gin, Melvale Whiskey, Gibson’s Rye and 
Golden Wedding Rye. Henry Clay Whiskey makes 
use of a Goldy overseal. We are glad to make this 
correction.—Editor 


Just off the press is a new booklet entitled ‘‘How to 
Pack Wines and Liquors,” published by The Hinde & 
Dauch Paper Company, Sandusky, Ohio. Its sixteen 
pages feature many representative types of wine and 
liquor packages—all of which will be of real interest 
to the distiller and vintner. The packing methods 
illustrated have ali been approved by the Bureau of 
Industrial Alcohol. 


“WHEN THE FROST IS ON THE PUMPKIN” 


(Continued from page 42) corn to appear realistic 
and appetizing had to be shown in actual size with 
sufficient “‘breathing space’”’ between them as to clearly 
and unmistakably identify them as kernels of popped 
corn. 

As a means of emphasizing the clear whiteness of the 
individual kernels, a solid background color was 
needed, and while the designer’s selection was criti- 
cized as not being a color appropriately associated with 
the merchandising of food products, the result was its 
own best argument. Hence, the solid black back- 
ground was employed. 

A secondary color was needed to indicate the yellow 
hearts of the popped kernels of corn, and this was used 
to give life to the package design, the trade name ap- 
pearing in black on a yellow circular field and the 
phrase ‘“‘Pop Corn’”’ in black on a yellow band circling 
the package at the bottom. 

Complete directions and recipe appear in readily 
legible black type against a white background on the 
back display panel, no attempt being made to have this 
artistic in appearance since it was considered strictly as 
a message necessary to be read by every consumer in- 
terested in learning ““The Best Way to Pop ‘Tip Top’ 
Pop Corn” and “Try these delicious ‘Tip Top’ Pop 
Corn Balls.”” The side panels carry but a single state- 
ment—‘‘A delicious, Nutritious Food—Good for Every 
Member of the Family.”” The top panel repeats the 
yellow circle over-printed with the name “Tip Top 
Hulless” in black, the phrase ‘“Pop Corn”’ being a re- 
verse plate of the solid black background. 











A Good Mass Display of 
Transparent Packages Will Get 
Results in Any Store. 


No Product Ever Failed to 


SELL MORE 


When Properly Displayed 


There’s no denying the sales value of good display. It will increase 
your sales. The question in the manufacturer's mind is one of cost. 


Union Display Racks combine the greatest possible economy with the 
fullest display value. Their selling successes have ranged from brooms 
to hot water bottles. There is a tested design for every sort of retail 
product. Write for complete information including an illustrated 
bulletin showing many types. 
UNION STEEL PRODUCTS CO. 
521 Berrien St. 
Albion, Mich. 


DISPLAY 


Pat This Insecticide Depart- 
ment in Dealers’ Stores 


Tie Up With “Swat-That-Fly’” Campaigns 
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| _SEALABILITY 


| g 
| by: Ad Hesive 
TTT 

‘THE proof of the 
Adhesive is in the 





sealing. Send for our 
literature on Star 
Adhesives, all-over 
design rubber rollers, 
also our desk calen- 


dar. 


BINGHAM BROTHERS 
COMPANY 


(Founded 1849) 
All Kinds of Rollers and Adhesives 
406 PEARL ST., NEW YORK 


ROCHESTER, N. Y. PHILADELPHIA, PA. 
980 Hudson Ave. 521 Cherry St. 














BALTIMORE, MD. 


131 Colvin St. 
—— pie NEW YEAR at the be- 


will bring NEW ADHE- 
SIVE PROBLEMS. UPACO 
ADHESIVES have kept pace 
with new package develop- 
ments. 

The UPACO LABORATORIES 
are prepared to solve YOUR 
ADHESIVE PROBLEMS for the 
coming year. 


A free research service awaits 
your inquiry. 


UNION PASTE COMPANY 


200 Boston Avenue 
MEDFORD MASSACHUSETTS 








ginning of the NEW ERA —— 
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In order to insure prominent open display in all re- 
tail stores of this new and attractive package, a simple 
counter display card was created. Its bright orange 
background gives pleasing contrast to the individual 
carton which is predominantly black and fitted in as an 
integral part of the display. The display is so designed 
that one is included with each case of ““Tip Top’ Pop 
Corn, thus encouraging dealers to place it on open dis- 
play and profit by the rapid sales and turnover thus 
made possible. 

While initial shipments of ‘“Tip Top’’ Pop Corn are 
just being made, the feeling of The American Pop Corn 
Company executives as to its sales-building ability has 
been expressed by their vice president, Howard C. 
Smith, as follows: ‘‘Our first announcement to the trade, 
accompanied by sample cartons, has brought an imme- 
diate response with orders and we feel confident our car- 
toned pop corn sales will surpass anything we have 
heretofore experienced in our many years in business.”’ 

The package and display designs were created by 
the author and Stuart Ball, art director of the Richard- 
son-Taylor-Globe Corporation. The latter company 
is responsible for the production of both package and 
display. 


RE-STYLING IN ONE FELL SWOOP 


(Continued from page ?4) Company, but for its dealers 
and the Ford owners as well. This fact alone, having 
the packages thus lack uniformity, would be enough to 
evoke questioning. 

It was Cooper’s recommendation that the Ford 
Motor Company, if it contemplated a change at all in 
its packages, should make the change throughout the 
entire line at once, thereby effecting a real psychological 
reaction through the entire organization, including the 
dealers. 

The efficacy of the plan was readily recognized. The 
original idea to re-style the packages piecemeal was 
abandoned and the decision to develop the entire line 
at one time was acted upon immediately. 

It should be mentioned that all the replacement parts 
and accessories are not manufactured by the Ford 
Motor Company. Many of these are supplied by out- 
side sources. Therefore, it was necessary to ask these 
suppliers to cooperate in making this change and agree 
to furnish their parts in the new, accepted designs. 
Happily, all of the suppliers fell in line, with the ex- 
ception of only a few who had too great a supply of car- 
tons on hand. These latter were permitted to exhaust 
their present supplies before adopting the new carton 
designs. 

In view of the fact that there are in the neighborhood 
of a thousand parts to be considered and that their 
utility represents such a wide scope of sizes and pur- 
poses, it was deemed advisable to classify the en- 
tire line of service parts into six separate groups. 
These are now identified as follows: (1) Engine group, 




















a CREE OES 66L6U SS 








WANTS 


MORE MONEY 


id YOU are calling (or 

can call) on manu- 
facturers of packaged 
products and would like 
to handle a profitable 
side line, under a liberal 
commission arrange- 
ment, write at once for 
full details. Please give 
full information regard- 
ing your experience, 
present activities and 
territory you cover. Ad- 
dress your letter to Box 
206, MODERN PACK- 
AGING, 425 Fourth Ave., 
New York, N. Y. 





LL Fu, 


Your Pocket / 





PACKAGING THE RADIO 


For three successive years we have designed and 
molded Kadette Radio cabinets for the Inter- 
national Radio Corp. of Ann Arbor, Mich. 
ONE good job might just be an accident, but 
repeatedly doing a good job is proof of ability. 
If you have a packaging problem it will pay you 
to consult our Merchandising & Design Dept. 


CHICAGO MOLDED PRODUCTS CORP. 
2142 Walnut St. Chicago, Ill. 
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ON MY WAY TO. 
NEW YORK AND 
THE PICCADILLY 


Soe 


. best hotel | know! 
Near everything, just 
200 feet from Broad- 
way. Modern, hospit- 
able, and comfortable. 
Like the Manager, 
like the rates —$2.50 
single, $3.50 double, 


for a room with bath! 


THE HOTEL - 


FPICCADBILA? 


la 45th St. + W. of Broadway * New York 
WILLIAM MADLUNG, 


Mang. Dir. 














Use Wheeling Plastic Caps. 
WHEELING STAMPING COMPANY 


Factory: Wheeling, W. Va. | § Representative: Geo. K. Diller 


B. E. Stover, Sales Manager 0 W. Bway, New York 
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UTILITY CONTAINERS BY CROSS 





Dredge- 
Wheel Type 


Flush Covered 
Paper Box 





TRE-JUR 





Friction 
Plug Top 


Cross Pilfer-Proof 
Mailers 





Tin Slip Mee Revolving Aluminum 
Dry Drug Packers Sifter Top Pouring Spout 





Screw-Top Paper Box Specialties 
Mailers 





Our line of manufacture includes a variety of paper cans and 
composite cans for insecticides, chemicals and various other 
food products. 


Cosmetic manufacturers will find our Talc and Dusting Powder 
Containers both attractive and economical. Made in a variety 
of sizes, they are readily adapted to colorful wraps—litho- 
graphed, printed or with raised printing. 

Let us help to make your package a sales builder. 


CROSS PAPER PRODUCTS 
CORPORATION 
THIRD AVE., AT 140TH ST., NEW YORK, N. Y. 





MODERN PACKAGING 
























(2) Mechanical, (3) Nickel, (4) Rubber and Leather, (5) 
Liquid and (6) the Accessory group. Each group, 
while possessing a Ford family resemblance, is dis- 
tinguished by its distinctive design and combination of 
colors. 

The Engine group is done in an all-over blue with 
white lettering of Roman incised style, shaded with 
black. A series of white parallel lines forming a band, 
run up the sides and over the top. This band of lines, 
by the way, is one of the distinctive features of each 
group, except the Liquid group. The Mechanical 
group is dark green with a black panel, or band, bear- 
ing white lettering, starting at the middle of the front 
and leading up over the top. 

The Nickel group is a grey box with a bright red 
square in the middle of the front. The lettering on the 
face is black. The Rubber and Leather group is done 
in a dark cream, across the face of which is a dark 
brown band bearing the identifying lettering. The 
Liquid group consists of cans and bottles only. The 
background is a light green and the emphasizing colors 
are purple and medium green. The brand name is in 
silver, the metal of the can showing through the color. 
The Accessory group is done in red orange and, against 
a deep brown background, carries the illustration of the 
product contained in the package. 

With this profusion of color, any Ford dealer is in a 
position to compel attention to his windows and bring 
a note of cheerfulness to his display rooms. When 
placed on shelves these new packages present a very 
inviting aspect. For these reasons the dealers are 
welcoming the change. 

This is the first time that restyling of an entire line 
of packages for automotive replacement parts has been 
done on this vast scale by any automobile manufac- 
turer—over two thousand packages are included. 


* 


C. J. Shower, the author of the foregoing article, is 
associated with R. G. Cooper of the R. G. Cooper Stu- 
dio, designers, of Detroit, Michigan. 


COMBINING TWO WRAPS FOR 
GREATER DISPLAY VALUE 


(Continued from page 37) for boxing. The machines 
operate at 120 completed packages, or 600 single sticks, 
a minute. 

The history of chewing gum packaging shows a steady 
trend toward more effective and more expensive 
wrapping. And costs of the new containers approxi- 
mate the combined costs of the old paper wrap plus 
outer transparent cellulose envelope. Whatever differ- 
ence there may be is slight. But the American Chicle 
Company’s purpose is to impress on consumers—at 
the actual point of sale—the thought of its chewing 
gum’s desirability. And the new lustrous wrap 
achieves this purpose most effectively because of the 
retention of full freshness and flavor. 


ANY ONE would 
gladly pay $2.50 


for this attractive 


Satinwood tray 









































YET 

BOTH TRAY and CONTENTS 
sold for only $2.90 

complete! 


This container forcefully demonstrates 
that specially designed, attractive wood 
boxes, trays or displays are vitally es- 
sential in modern packaging. 


No longer are costs prohibitive; quan- 
tity production enables us to serve you 
at low prices without sacrifice of 
appearance or quality. 


Our Development Service is open to 
you, without obligation, for creating 
or re-designing an ornamental wood 
container featuring natural finishes, 
which will materially stimulate the spot- 


sales of YOUR PRODUCTS ! 


ORNAMENTAL WOOD 
PACKAGING COMPANY 


43 East Ohio St. Chicago, Ill. 
Branch: 
500 Land Title Bldg. Philadelphia, Pa. 
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PLASTIC JARS NOW ONLY 


DISTINCTIVE MOLDED 
CONTAINERS NOW AVAILABLE 


NO TOOL EXPENSE! 


OW for the first time you may secure 
exquisitely molded jars, in your own 
choice of colors, bearing your own distinc- 
tive label, without spending a penny for 
designs, tools, dies or molds. Now for the 
first time the manufacturer with small or 
medium production may have all the ad- 
vantages of molding formerly available 
only at great expense. The Tech-Art Plas- 
tics Company has available several types 
of distinctive molded containers which 
may be had for as little as 5c each (in quan- 
tities) including jar and cover. These are 
available in your own choice of color or 
combination of colors. They are particu- 
larly suited to the packaging of drug and 
cosmetic items, creams, powders, jellies, 
etc. Their cost is low enough to make 
them eminently desirable as sample pack- 


YOUR OWN 


LABEL 





(IN QUANTITIES) 








Full Size 











Model A. A jar two inches in height, two and one-quarter 
inches in width (maximum), capacity two ounces, screw cap 
gives a perfect airtight seal. Available also in 1 oz. capacity. 


ages, their size large enough to encourage 
re-use and the consequent perpetuation 
of your label advertising. The material 
used has been tested for years and is selec- 
ted individually to suit your special needs. 


CAN BE ADDED 


AT NO EXTRA COST 
OR WE WILL MOLD YOUR NAME IN AT A SMALL COST 


Decalcomania labels have been suc- 
cessfully applied to these jars to 
provide a distinctive and permanent 
manufacturer’s message. The label 
may be had applied to the embossed 
portion of the jar top or to the jar 
itself. These labels are transparent 
and may be had in any color or 
combination of colors to conform 





Trade Mark Reg. 
Established 1891 





with and enchance the beauty 
of the jar itself. 


Write to Tech-Art Plastics 
Company, stating product, 
quantity desired, color com- 
bination and type and posi- 
tion of label desired, and we 
will rush you immediate quo- 
tation. 


pse perat Jélt! 


Tecu-Art PLAstTics ComPANy 


Successors to Boonton Rubber Mfg. Co. 
369 Lexington Avenue, New York City 
Phone: Caledonia 5-1840 
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Run-R-Stop is a clever little gad- 
get that women carry in their 
purses. When a stocking run 
develops —Presto—Run-R-Stop 
stops the run before you could 
say “Jack Robinson.” But the 
odor of Run-R-Stop would not 
blend well with the perfume 
and powder of Milady’s purse. 


That’s why every Run-R-Stop 
must be perfect. 


“tube by Peerless’ B 


And that’s why Camille, Incor- 
porated, the makers of Run-R- 
Stop use Peerless tubes, for 
Peerless methods and the rigid 
inspection that every Peerless 
tube must undergo make certain 
that no defective tube ever leaves 


our plant. 


But Peerless goes far beyond 
the elimination of clearly defec- 


tive tubes. At the Peerless in- 








Op that Run | 


witH RUN-R-STOP 





spection tables every tube that 
might later become defective is 
eliminated. No matter what 
your package, you want for your 
product this same _ insurance 
against tube imperfections. You 
want to be certain that no leaky, 
smearing, running tube destroys 
the good will of your customers. 
For better tubes—for the best of 
these better tubes—smart buyers 


choose Peerless. 


PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 


PEERLESS TUBE COMPANY 


70 LOCUST AVENUE 


BLOOMFIELD, N. J. 





82 MODERN PACKAGING 





Gh 
/ HAS A REASON 


FOR CHANGING TO D U R EZ CA PS 





To be sure of your molded cap, specify Durez. Here are 
laboratory findings on the effect of prolonged immersion 
in well-known solvents on molded Durez caps: 

Bleeding Effect on Finish 


cetone 
10% Hydrochloric Acid None 
‘ated A ia Solution. . None 





Naturally, most of these solvent tests have no relation to Uquor kagt 
but constitute a standard laboratory test routine. We print them in uli 
40 show the absolute inertness of molded Durez caps. 


WHEN old-time distillers like Hiram Walker and Sons 
put a new cap on their bottle, you may be sure they 
have a good reason. The whiskey market isn’t new to 
Hiram Walker. They know what people want. They 
know, too, that the public preference for closures has 
changed since they last bottled liquor in the U. S. 

Today’s major liquor market is young and a great 
— of it is feminine. These young men and women 

ave developed a distinct liking for Durez molded 
screw-caps from their contact with them on shaving 
creams, cosmetics, lotions, etc. They will not bother 
with sticking, rusting, binding closures on their 
liquor containers. 

"Tienes all this about their market, it was obvious 
that Hiram Walker should turn to Durez. For Durez 
molded screw-caps seal and reseal in a flash, do not 
bind or leak and do not require tools or harsh words to 
open them. In addition, they make liquor bottles look 
clean and neat, adding eye-appeal at the point of sale. 

Why not check your own closure for obsoleteness? 
If it’s not keyed to today’s market take advantage of 
the good-will an attractive, easy-to-open Durez cap 
will give you. 90% of all molded cosmetic and drug 
pe are made of Durez. They are absolutely chemi- 
cally inert. They won’t bleed, chip, peel, or dent, and 
they cannot affect the contents no matter what kind 
of alcoholic liquor they cap. They’re smooth and 
glossy . . . and stay that way. Trademarks can be 
permanently molded in. 

For samples of Durez caps, full information and 
prices, write, giving details on colors, trademarks and 
sizes to General Plastics, Inc., 300 Walck Road, North 
Tonawanda, N. Y. 


® The neat, clean Durez 
cap is a perfect comple- 
ment to the distinctive 
Hiram Walker bottle. 
It’s a visual recommen- 
dation for the contents. 













‘$3 
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—_molded color 
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i Ex res Designed and Molded by Reynolds 
ss Shane Spring Company, of Jackson, Mich. 


Handy, convenient and good-looking are the new molded soap con- 
tainers used by Frederick B. Stearns & Company. The bases are of 
Plaskon in various colors. 


Plaskon has many adyantages, making it especially suitable for cos- 





metic containers. It is obtainable in a wide range of colors that are 
non-fading and of exceptional richness and purity. Furthermore, 
Plaskon is tasteless; odorless; acid-, water-, and grease-resisting. Being 
strong and durable, it retains its beauty indefinitely. 


Specify PLASKON for your molded containers, closures, display 
stands, and other devices. Your molder will gladly show you samples 
and give you any additional information that you may desire. The 
services of our technical and designing staffs are also at your disposal. 


TOLEDO SYNTHETIC PRODUCTS, Inc.-TOLEDO, OHIO 








